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Z —Y 
Are You Interested in 


the Indiana Field ? 


IN NO OTHER STATE CAN THE ADVERTISER GET 
THE SAME RETURNS ON HIS MONEY. 








You CAN NOT cover Indiana without 


The Star League 


Indianapolis Star, - - - 90,000 
Terre Haute Star, - - - 20,000 
Muncie Star,- - - - - 26,000 


GRAND This is 40,000 more 
TOTAL 136,00 than the combined circu- 
lation of all other daily papers published in these three cities. 





THE INDIANAPOLIS STAR 


Morning paper in Indianapolis. 

Sunday paper in Indianapolis. 
The Only Monday paper in Indianapolis. 

Paper published in Indianapolis for 


48 hours from Saturday afternoon 
* until Monday afternoon. 


That’s why 87 per cent of the homes in Indianapolis 
are reached by the Star. 





General Offices of the Star League 
Indianapolis Star — Muncie Star — Terre Haute Star 
Star Building, Indianapolis, Ind. 

Cc, E. LAMBERTSON, 1315 Flat 'ron Bldg., New York, Eastern Manager, 








JOHN GLASS, Boyce Bidg., Chicago, Western Manager. - 
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1,600,000 Reasons Why 
You Should Advertise in 
The Butterick Trio 


The Butterick Trio (comprising The Delineator, 
The Designer, and The New Idea Woman’s Maga- 
zine) cach month reaches 1,600,000 homes where az 
/east one woman welcomes her copy and reads it. 

The fact that cach of these women receives 
The Delineator, The Designer or The New Idea 
Woman’s Magazine regularly is the strongest kind 
of a reason why YOU should tell the story of 
your goods to her. 

Whether YOU MAKE women’s goods, or 
whether YOU SELL them, if YOU want either 
to create a new market or to 7ucrease your present 
market, if YOU are on the alert for methods 
which YOUR COMPETITORS have found 
effective and profitable, write to me on your busi- 
ness stationery, and I will tell you frankly whether 
or not you have a product which can be success- 
fully advertised. 

If you have such a product, I will outline a sell- 
ing plan which has been proved practical over 
and over, from the rich experience of the 
BUTTERICK ADVERTISING RECORDS. 

Write to me to-day. 


LNA 


ADVERTISING MANAGER. 


THE BUTTERICK TRIO 


CHICAGO, NEw York, 
First NATIONAL BANK BUILDING BUTTERICK BUILDING 








(Acknowledged to be the greatest single selling force now in 
the ‘publishing field for makers of articles bought by women.) 
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A JOURNAL FOR ADVERTISERS. 


ENTERED 4S SECOND-CLASS MATTER AT THE NEW YORK, N. Y., PoST OFFICE, JUNE 29, 1893. 


VoL. LVI. 


SECRECY IN ADVERTISING. 


IS IT BEST TO KEEP DETAILS QUIET? 
—OR ARE PUBLICITY AND EX- 
CHANGE OF METHODS ADVISABLE? 
—A QUESTION THAT THE BIG NA. 
TIONAL ADVERTISER IS ASKING 
HIMSELF—A GLANCE AT BOTH 
SIDES, 


As advertising grows, there be- 
gins to be apparent in some quar- 
ters a disposition to avoid talking 
of methods. This conservatism 
has come in with great business 
houses that have always been se- 
cretive about their processes, 
trade, etc, and who apply the 
same policy to advertising. Nowa- 
days it is not unusual to hear a 
large advertiser say, “Why should 
I give away information that 
costs me thousands of dollars to 
obtain? I don't believe in this 
after-dinner speech plan of telling 
all I know. The best business is 
that you can hide.” Such con- 
servatism is partly due, too, to a 
general advance in advertising 
methods. Thirty years ago there 
was little to conceal in large pub- 
licity operations. The methods 
behind an advertisement for Plan- 








tation Bitters or Horseshoe 
Plug were obvious—they were 
simple announcements. But 


with perfection of special selling 
plans, and the vast increase in 
mediums, advertising has become 
complicated. 

The question seems to have two 
distinct sides. An advertiser may 
decide that secrecy is his wisest 
policy, yet after that he is still 
confronted by the consideration 
“How much can I keep hidden?” 
Advertising is not like a manufac- 
turing process, to be carried on 
inside brick walls by trusted em- 
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ployees, but must be printed where 
anyone may see it. Follow-up can 
be drawn very easily by a com- 
petitor. A moderately complete 
agency will soon check up the list 
of mediums used, the size of 
space, frequency of insertions, etc. 
It is true that no outside record 
can be kept of the inquiries and 
sales an advertiser gets from each 
medium. But if he knows this 
himself through an accurate key- 
ing system the mediums that pay 
him will be apparent in the extent 
to which he patronizes them. Be- 
sides, a shrewd agent or experi- 
enced advertiser can to-day, with 
a general knowledge of the char- 
acter of publications, come very 
near naming the mediums that 
will be most likely to pay a given 
proposition. If the information 
were being gathered by an active 
competitor it could be acquired 
with astonishing accuracy, and 
tested at small cost for trial ads. 

The details in a successful gen- 
eral campaign that can be kept 
hidden are really very few in 
number—in local retail advertis- 
ing on a large scale there are 
probably none at all, for every 
merchant knows the ins and outs 
of his own community. But the 
general advertiser, selling by mail 
or through retailers, may be for- 
tunate if he can keep even the de- 
tails of a special selling plan 
secret for a year. Frequently this 
selling plan is one devised for his 
own product and business, and 
could not be used by a competi- 
tor. Future advertising plans can 
be kept secret, and should be. 
Their value as information to 
competitors is often small, while 
because they are untried they are 
virtually worthless to the man 
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looking for methods to apply in 
other lines of business. What the 
advertiser has to say a year after 
his advertising campaign is over, 
when the returns are all in, is 
valuable as suggestion. What he 
proposes to do in the future is 
hardly worth reading about. In 
certain cases an advertiser has 
valuable confidential information 
about rates that he would be un- 
wise to talk of. But rates are 
not methods, 

Even granting that nine-tenths 
of all details in advertising opera- 
tions are open to anyone who 
wishes to study them, an adver- 
tiser may reason: “Well, if I keep 
quiet about what I'm doing my 
success will escape notice. To 
talk is to arouse competition.” But 
the kind of competition aroused 
by success is not always danger- 
ous. Often it is blind imitation, 
and defeats itself by too close ad. 
herence to lines laid down by the 
originator, with not enough indi- 
vidual thought. The really dan- 
gerous competitor doesn’t wait to 
be told, and the effectiveness of 
his competition seldom lies in im- 
itation of others’ methods, but in 
the way he develops methods of 
his own. 

Presuming that an advertiser is 
willing to talk of his methods, In 
what respect are they valuable to 
others? 

A few years ago it was con- 
sidered instructive if the success- 
ful advertiser told how many me- 
diums he used, how often, what 
he regarded as the “best medium,” 
how much he spent, which maga- 
zines or newspapers led in replies, 
and what dictionary he preferred 
in writing his copy. A good many 
of these once burning questions 
have sunk out of sight. The tes- 
timony of a great business house 
that it believes in advertising is 
now commonplace, and no more 
to the point than expression ot 
belief in the gold standard. The 
things that other advertisers want 
to know when a man of experi- 
ence talks for their benefit are 
broader than that. They deal 
with distribution of goods, aux- 
il:sry advertising to retail trade, 
the advisability of spreading a 





campaign out over the whole year 
or making a few bunched hits in 
certain seasons, or of bunching 
hits in certain territory as against 
covering the country evenly. 
Questions of covering “bare 
spots” in certain territory by the 
use of obscure mediums, and 
reaching obscure classes in great 
cities most economically, and of 
entering into new fields with old 
commodities —these are vital 
points. When a man of experi- 
ence talks about them his remarks 
may be of use to his competitors, 
but their true value is to adver- 
tisers in other fields who apply 
such broad principles to their own 
commodities. When a successful 
application of a broad principle has 
been made, the methods used by 
the man who has profited by the 
hint may be entirely different 
from those of the man whose ex- 
perience gave the suggestion, and 
in point of competition as wide 
apart as the moon and the sun. 
Advertising has grown largely 
through the freedom with which 
advertisers have talked about it. 
In this respect there has been an 
Openness not common in business, 
but more nearly resembling the 
free discussion and publication of 
professional information. Prob- 
ably the actual harm done by di- 
vulging of methods has been infin- 
itesimal. But the general good 
resulting from this open policy 
has been inestimable. Some of 
the older advertising agencies 
maintain secrecy about their 
clients’ methods, and even refuse 
to mention a client’s name for 
fear that other agencies will ap- 
proach him. But nobody has 
profited so much by open discus- 
sion of advertising methods as the 
agents, and it is a credit to them 
that most of the leaders in the 
general agency field are anxious 
to publish sound information with 
their client’s consent. In many 
cases the client’s distrust is over- 
come. Publishers of newspapers 
and magazines, street car and out- 
door men have also been active in 
making sound information public, 
and all have profited by it directly 
in the growth of business. 
Publicity regarding methods and 
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mediums has another side. The 
advertiser who gives out infor- 
mation is not only conferring a 
benefit upon other business men, 
but is turnishing the only vital 
check on mediums. If a detailed 
statement of copies printed is the 
nearest approach that can be 
made to ascertaining the quantity 
of a publication’s circulation, the 
experience of advertisers in using 
it is the best indication of its 
quality. Secrecy is always ques- 
tionable, and often the worst 
policy. Two years ago had a per- 
son in search of information ap- 
proached one of the “Big Three” 
life insurance companies he would 
have been treated pretty much the 
same by each of them. One might 
have churlishly refused to say 
“Yea” or “Nay” to the simplest 
question, while another would 
have been reticent in a more pol- 
ished way. But the disposition to 
say nothing would have charac- 
terized all. Yet eventually the 
“Big Three’ got more publicity 
than was good for them. The 
political boss likes secrecy, and 
the prisoner accused of crime 
keeps his mouth shut on advice of 
counsel. But in business affairs a 
wise discrimination as to when 
to talk and when not to, what to 
treat openly and what to hold in 
reserve, has meant too much in 
the development of business gen- 
erally to be replaced by blind re- 
ticence. The advertiser who fears 
publicity has not mastered his sit- 
uation, If he refuses to talk about 
details that are really common 
property, he will be very likely to 
refuse to profit when other men 
talk. A general adoption of the 
policy of secrecy would put ad- 
vertising back into the period of 
the “expert.” There could be no 
progress for the advertiser him- 
self, while immense interests that 
have been built up under the stim- 
ulus of advertising development 
would be, checked generally, and 
in some cases stunted or anni- 
hilated, 





THERE’s a paint manufacturer in 
New England who doesn’t dare to use 
Everybody’s because “Standard Oil” 
furnishes him with raw _ material.— 
Junior Everybody’s, 
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GOVERNOR FOLK ON “MAIL- 
ORDER CITIZENS.” 


Gov. Folk, in addressing the retail 
merchants of Missouri at their conven- 
tion, spoke against the mail-order busi. 
ness, and favored advertising in the 
town papers. He said in part: 

“We are proud of our splendid cities, 
and we want them to increase in wealth 
and population, and we also want our 
country towns to grow. We wish the 
city merchants to build up, but we also 
desire the country merchants to prosper, 
I do not believe in the mail-order citi- 
zen. If a place is good enough for a 
man to live in and to make his money 
in, it is good enough for him to spend 
his money in. No merchant can suc- 
ceed without advertising in one way or 
another. Patronize your town papers, 
build them up, and they will build the 
town up and build you up increased 
trade and_ greater opportunities,” — 
Associated Press. 
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Marks in circulation 





don’t tell enough. The 





yearly average is better, 





but best of all is the 





statement of circulation 





for each and every day 





of the preceding month 





printed in every issue 
of The Chicago 
Record- Herald. 




















German Families are Large 


and large families are large consumers. 
Think what a quantity of goods the 140,000 
or more German Families consume that you 
reach by advertising with us. Rate, 35c. 
flat. Why not let us run your ad in the 


Lincoln Freie Presse 


LINCOLN, NEB. 

















GIVING COMMERCIAL 
SERVICE. 


There is practically but one 
kind of article a general adver- 
tiser can advertise in daily news- 
papers. That is an article to be 
sold through a local retailer. 

Part of the national advertiser’s 
equipment in entering newspapers 
in a given city must be exact 
knowledge of its retailers—the 
grocery or drug stores, the hard- 
ware and dry goods shops, thar 
character, volume of business, 
manager’s or proprietors name, 
and so forth. Obviously it costs 
money for an advertiser to gather 
this information in each city he 
proposes to enter. Where a dozen 
difterent advertisers must do so 
as a preliminary to beginning 
newspaper campaigns, the cost 
altogether must be so great that 
perhaps some of the prospective 
advertisers might not become 
active at all, but would select 
magazines instead, placing their 
goods through a combination of 
direct selling by mail, with cir- 
cularizing to retailers whose 
names have been obtained by the 
familiar device of offering an 
inducement to readers who send 
them in. Newspaper advertising 
is so costly that this method can- 
rot be adopted with dailies. Be- 
fore the advertiser turns loose 
with such a far-reaching, hard- 
hitting medium as the daily he 
must know that his goods are in 
place, ready for demand. 

Nobody is in better position to 
gather facts about local stores 
than the newspaper publisher, It 
will cost him only a fraction of 
the money an advertiser must 
spend in the same work, for his 
advertising solicitors are out 
working among retailers all the 
time. To jot down correct in- 
formation about a merchant 
would be simply incidental to 
talking newspaper publicity to 
him. 

If a newspaper publisher were 
to compile and send out a little 
handbook of the retailers in his 
town, he “would probably find it 
so popular with general adver- 
tisers that it would pay him to 
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issue revised editions quarterly, 
Such a handbook advertised 
through the pages of’ PRINTERS’ 
INK would do more to attract 
immediate inquiries from national 
advertisers than any argument 
the publishers could put forth for 
his paper. A _ logical arrange- 
ment would be to grdup the dif- 
ferent retailers according to busi- 
ness—grocers, druggists, hard- 
ware men, department and dry 
goods establishments, toy and 
novelty shops, butchers, bakers, 
clothiers, haberdashers, shoe deal- 
ers, bookshops, newsstands,  sta- 
tioners, laundries, hotels and res- 
taurants, furriers, dealers in rub- 
ber goods, etc. The name of 
each retailer should be given, and 


national advertisers would un- 
doubtedly appreciate the home 
address of each as well as the 


business address, for a_ business 
proposition sent to the home often 
gets better attention than one 
mailed to the office. Some stores 
are so large that details of buy- 
ing are in the hands of managers, 
in which cases the latters’ names 
should be given, with something 
to indicate which is the right 
party to be addressed. Depart- 
ment stores have from a_half- 
dozen to twenty buyers, whose 
names and addresses should all 
be given, with the various lines 
of goods for which each ‘is re- 
sponsible. The wide range of ad- 
vertised commodities now makes 
it necessary for some national ad- 
vertisers to know where to find 
certain dealers that a newspaper 
publisher might consider too small 
to be worth bothering with. So 
a directory of this kind ought to 
include men who run garages, re- 
pair shops, feed stores and _ all 
the other businesses that handle 
small specialties and proprietary 
articles, 

Having compiled a fairly com- 
plete directory, the next step 
would besto indicate opposite the 
name of each retailer his business 
standing and the character of his 
clientele. A druggist on Main 
street may be a very good pros- 
pect for the manufacturer of a 
high-grade cosmetic, while to the 
man who wants to advertise a 

















spring blood tonic the retailers of 
most importance would be those 
around factory districts. Perhaps 
an inkling to the character of 
each retailer could be embodied 
in an estimate, opposite each 
name, of the amount of his 
gross annual turnover. If this 
were not feasible, a map of the 
city would be printed, with differ 
ent zones clearly marked out in 
colors or otherwise, and number- 
ed. Corresponding numbers op- 
posite the name of each retailer 
in the book would show that he 
was a No, I merchant in the 
high-class residential section, or a 
No. 2 retailer in the downtown 
business section, or a No. 3 mer- 
chant in a populous factory dis- 
trict, or a No. 4 man in a high- 
class but sparsely settled suburb. 

Windows are of vital interest 
to many national advertisers. 
About one druggist or grocer in 
every ten has good windows to 
begin with, and only one of these 
out of every three will take the 
trouble to dress them frequently. 
Who is the best man in town to 
put in an exceptionally good dis- 
play of my goods when I begin 
newspaper advertising? the na- 
tonal advertiser asks himself. This 
little directory ought to tell him. 
In every community, too, there 
will be found the few enterpris- 
ing retailers in each line who 
quickly get in harmony with a 
national advertiser who proposes 
to come in and liven things up 
with a bona fide newspaper cam- 
paign, or billposting, or sampling. 
The other retailers will come in 
only when the public clubs them 
into line. To hunt these live mer- 
chants out by mail from the ad- 
vertiser’s end is a long, forbid- 
ding job, and to hunt them ‘out by 
traveling salesmen is costly. It 
might be well for a publisher’s 
directory to devote a short, chatty 
chapter to “Our Retail Situation,” 
giving the names of the “live 
ones” in each business, the man 
to write to about windows, stock- 
ing up. etc. Such a chapter would 
tun along in this fashion: 

OUR GROCERS. 

Smith Brothers are the leading high- 
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class grocers here, not given to price- 
advertising or impressive window dis- 
plays, but having a good-sized force of 
men who go out for orders daily in 
the best residential section. The finest 
foods, fruit products, wines, liquors, 
etc., once put in stock by this house, 
soon get distribution if intelligently 
advertised, 

_ Billson & Co. are the most enterpris- 
ing popular grocers in town. They have 
big windows on Main street, and their 
Saturday displays are so prominently 
in the eyes of the people who shop that 
day that this alone is sufficient to con- 
vert newspaper advertising into sales 
which will practically pay for a live 
campaign. George Johnson has charge 
of these windows, 

And so forth, 

The compilation of such a di- 
rectory means considerable labor 
at the outset, but after a first edi- 
tion has been printed the changes 
in subsequent issues ought to be 
slight and easily managed, 

In various parts of the country 
newspaper publishers have gone 
far in helping general advertisers 
by visiting local stores and ascer- 
taining which retailers have put 
in stock, and are pushing, articles 
advertised in their columns. 
Sometimes the publisher even re- 
turns a monthly report of sales 
in his community. Figures can 
easily be secured through his ad- 
vertising staff. Information re- 
garding the retail conditions in a 
given locality is often the basis 
upon which a general advertiser 
covers a town by means of news- 
papers, boards, street-car cards 
or other local mediums. The N. 
K. Fairbank Co., of Chicago, 
makes a practice of sending 
blanks to billposters in about 
2,500 towns and villages each 
year, asking for reports on cer- 
tain conditions that indicate the 
distribution and movements of 
“Fairy Soap,” and upon these 
reports a new posting schedule is 
made up. The Mahin Advertis- 
ing Agency, of Chicago, has con- 
ducted similar inquiries for Bauer 
& Black, that city, on “Blue Jay 
Corn and Bunion Plasters.” the 
billposters sending information as 
to druggists carrying the articles 
in stock, quantity sold, quantity 
on hand, and so forth, 

It is largely commercial infor- 
mation that a general advertiser 
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wants when he uses daily papers. 
The fact that he is covering wide 
territory town by town implies 
that more attention is being paid 
to distribution of his commodity 
than would be the case were 
magazine advertising used. Where 
retail conditions are good he em- 
ploys newspapers to get larger 
returns than other mediums 
would bring, knowing that the 
dailies hit hardest. In towns 
where conditions are unfavorable 
he saves money. Taken the 
country over, all towns are pretty 
much alike as regards newspapers, 
in the national advertiser’s view. 
No city, town or even village, 
could be found that is not ad- 
equately covered by one, or sev- 
eral. Selecting the newspapers to 
carry his advertising is a detail 
taken up after commercial condi- 
tions have been investigated and 
weighed. Expense of making 
commercial investigations restricts 
many advertisers to the larger 
cities. If the publisher who won- 
ders why advertising for certain 
proprietaries, foods, cosmetics, 
etc., that he ought to have does 
not come into his town at all, let 
him use his soliciting machinery 
to investigate local retail stores. 
If information is not embodied in 
a directory at least let it be used 
in correspondence. Knowledge of 
retail conditions is what nine 
national advertisers in every ten 
want first, for their products go 
out through the retail store—it 
is the beginning of all their plans, 
a 
A SUGGESTION TO MAGAZINE 
MANAGERS. 

Editor of Printers’ INK: 

I am sure that both advertisers and 
agents agree with me in my hearty en- 
dorsement of Mr. Balmer’s policy for 
the Street Railway advertising, when 
he places an anti-substitution card in 
his cars. And I wonder that magazine 
managers haven’t anticipated his efforts 
in this progressive direction. 

If each magazine, instead of the 
foolish “mention this magazine” line, 
would insert a strenuous argument 
against the substitution fraud, they 
would do an immeasurable lot of good 
for advertising in general—their own 
in particular. 

Who will be the first? 

Rosert TINSMAN, 
Root Newspaper Agency. 
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ADVERTISING’S UNEARNED $sIN: 
CREMENT. 
Newark, N, J., Aug. 18, 1906. 


Editor of PRiInTERS’ INK: 

‘Lhat which is written in one of your 
recent issues about “free and sponged 
advertising” struck me as_ peculiarly 
appropriate and well said, only the 
writer of the article did not yo far 
enough, 

I should like to tell Mr. Raymond 
about raiiways, about seaside and sum- 
mer resorts, about steamship com- 
panies, about the elevated railways ot 
New York in their inception, about a 
dozen or more great enterprises that 
have in their early days lived as 
spongers. However, he knew those 
things, and in suggesting the facts with 
the few illustrations he gave he was 
writing pretty close to the line and 
with better judgment than those of us 
who can tell much more and tell it 
much worse. Very truly yours, 

Joun C. Provost. 
a 
THE FURRIER’S SIGN. 

Nine furriers out of ten use a big, 
black stuffed bear for an advertising 
sign. “It is because the bears last 
longer than anything, else,” explained 
one dealer, “It doesn’t make any dif- 
ference what kind of weather comes 
along, whether it blows hot or blows 
cold, those fellows have to stand at 
their post and swelter or freeze as the 
case may be. Naturally, all these 
changes are pretty hard on their hide 
and none but bears can stand the 
strain. Some furriers have tried the 
fox, lynx, and other animals as a 
venture, but they have come back to 
the bear as the most satisfactory of the 
lot. They cost more, too. A good 
stuffed bear comes as ‘high as $75, but 
if he is treated right he will last for 
twenty-five years, so that brings him 
down to a comparatively low price after 
all.’—New York Evening Post, 








MARKETING YOUR PRODUCT. 

The first step toward scientific mar- 
keting is to fully recognize that the 
work is complex and not a single act. 
That it is to be done step by step, and 
that in each step methods are to be 
employed best adapted to the nature 
of the work. 

There has been a revolution in the 
methods of production which calls for 
a radical change in the methods of 
marketing. The work of modern mar- 
keting is largely informative or edu- 
cational and the key to the situation 
is printing. 

A clear conception of the nature of 
the work of marketing would cause 
some houses to greatly reduce the ex- 
penses incurred in umnecessary sales 
machinery and_ to correspondingly in- 
crease their publicity work. It would 
cause others to discontinue the pur- 
chase of space in periodicals unless it 
can be filled with really informing. ef- 
fective matter, not mere perfunctory 
and meaningless words.—Selling Maga- 
sine. 
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Newspapers Worth 
Counting 


A Book of 500 Pages, edited by GEO. P. ROWELL, will 
appear Thursday, November Ist. Subscription Price, $1. 


It will be in one sense an abridgment of 
Rowell’s American Newspaper Directory; in 
another sense, a supplement to the Directory, con- 
taining data which for lack of space will hereafter 
be omitted from the larger volume. The gazetteer 
feature of the Directory and the detailed descrip- 
tion of periodicals will be omitted from NrwspaPErs 
Wortu Countine, which will be primarily devoted 
to the all-important question of circulation. 

Because of its convenient size and the low sub- 
scription price, and because it will include all of 
the publications that nine hundred and ninety-nine 
advertisers in a thousand will ever have occasion to 
use, Newspapers WortH CountTinG may: be des- 
tined to meet with a much wider sale than the 
Directory has ever enjoyed, The publisher who 
knows any reason why his paper is especially 
worthy of patronage will lose an opportunity for 
economical publicity if he fails to advertise in the 
forthcoming volume. 

A prospectus will be sent anyone upon request, 
in which the terms of advertising are clearly stated. 


Forms Close September 15th. 


ADDRESS 


PRINTERS’ INK PUBLISHING COMPANY, 


No. 10 Spruce Street, New York. 


























10 PRINTERS’ INK. 


BUILDING UP A _ TRUSI 
COMPANY’S BRANCH, 


In the fall of 1905 a magnifi- 
cent branch office of the State 
Street ‘rust Company, Boston, 
was opened in the heart of the 
Hub’s finest residence district, the 
Back Bay, at Massachusetts av- 
enue and Boylston street occu- 
pying a building especially con- 
structed for the purpose. Soon 
afterward this company began to 
advertise its branch through the 
newspapers of Boston. 

The State Street Trust Com- 
pany’s advertising for its home 
establishment at 38 State street 
had not been extensive. Secure- 
ly entrenched there in the finan- 
cial center, it got business on 
conventional lines. But the new 
branch office took the company 
into a section of town where 
business of altogether a different 
kind had to be sought. Much of 
it consisted of women’s accounts, 
some of local retail merchants, 
with perhaps fiduciary business. 
A fine safe deposit equipment had 
been built, and this was counted 
part of a service that must nec- 





essarily be very different from 
trust company business down- 
town, 


Allan Forbes, treasurer of the 
company, recognized that adver- 
tising of a new, live kind was 
needed, and also believed that 
spaces would have to be pretty 
large to get attention. All 
thought of the regular financial 
columns was out of the question. 
So spaces about five inches double 
column were taken in the better- 
class Boston dailies, and after 
formal announcement of _ the 
opening the company followed up 
with short talks on trusteeships, 
convenience of checking accounts, 
attentions to women depositors, 
the danger of loss through fire 
and burglary where valuables are 
kept at home, and so forth. From 
the first a distinctive dress was 
adopted for these ads—name of 
company and address in black 


letter,. and argument in Jenson 
caps, with ample white space. The 
effect of the advertising was good 
from the start. 


Women seemed 





to be attracted as depositors, the 
safe deposit patronage grew, there 
was a satisfactory influx of com- 
mercial accounts, and even some 
trusteeship business. Soon the 
notion that ads had to be large 
to be seen admitted of doubt. 
They were practically the only an- 
nouncements of this sort appear- 
ing on news pages, and got at- 
tention for that reason. Experi- 
ment with smaller spaces fol- 
lowed, and eventually a series half 
the size seemed to bring just as 
much business. This form was 


| Gitte Street Crust 


Co. 
Back Bay Branch 


Massachusetts Huenue and 
Boylston Street 


IN THE HOUSE IS. NOT 
PROOF AGAINST THE AT- 
TACKS OF THE MODERN 
BURGLAR. EVERY PRE- 
CAUTION HAS BEEN TAK: 
EN TO MAKE THE SAFE 
DEPOSIT VAULTS OF THE 
BACK BAY BRANCH ABSO- 
LUTELY BURGLAR PROOF. 
IN ADDITION TO THE 
MOST MODERN STEEL 
CONSTRUCTION THERE 
IS AN ELECTRIC BURGLAR 
PROTECTION ON ALL 
SIDES, TOP AND BOTTOM, 
AND ANY ATTEMPT TO 
FORCE AN ENTRANCE 
‘THROUGH ANY PART OF 
THE VAULT SOUNDS AN 








IMMEDIATE ALARM 
Main Office 38 State Street 
Boston 
therefore adopted—single  col- 


umns, four inches deep—and has 
been adhered to ever since. Dur- 
ing the hot months when most 
Bostonians are out of town the 
campaign ceased, but while the 
spring flitting was in progress 
good copy was made of the safe 
deposit vaults, and the conven- 
ience of having a trust company 
collect dividends, interest, manage 
property, etc. 

While the company’s branch has 
always been foremost in this ad- 
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vertising, there has been a decid- 
edly gratifying reflex action on 
the home offices. It is said that 
the officers set down, when their 
branch was opened, a certain 
number representing the accounts 
that it was thought the new 
branch ought to secure in its first 
year. But at the close of six 
months this number had~ been 
largely exceeded, while the cost 
of publicity has not been extra- 
vagant. The advertising is placed 
by the Walton agency, Boston, 
and appears chiefly in the Even- 
ing Transcript, Herald, Globe, 
Post, Record and Journal, 





WRITING ADVERTISING 
WITH THE SCISSORS. 
There is something eternally 
attractive to every sort of person 
in the newspaper clipping. Few 
publications get along without it, 
either as a feature or a “filler.” 
The newspaper clipping repre- 
sents the meat of a long article. 
It is brief, it is pointed, and it is 
varied when the right editor clips, ! 
In advertising the newspaper 
clipping can not only be made to 
play an important part, but in the 
average campaign it often fur- 
nishes much better matter than 
an advertiser can write himself. 
He must be an exceptionally well- 
informed writer, and more than 
ordinarily skillful, to write better 
stuff than he can clip, while in an 
endurance contest, with a line of 
advertising that continues for 
years at a time, the scissors would 
always win over the single mind. 
For they reflect the best efforts 
of every mind that is writing on 

a given subject. 

Every advertised commo-tity 
that is good enough to sell and 
stand use has a human side that 
quickly causes it to be dealt with 
in the reading columns of maga- 
zines and newspapers. Just as 
soon as people begin to eat, wear 
or use any human commodity they 
begin to develop new viewpoints 
upon it, and new ways of utilizing 
it, and the merely theoretical sell- 
ing arguments of an advertising 
writer, compared with these real 
uses, are poor stuff and uncon- 
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vincing. Consequently it pays to 
search the magazines and dailies 
for matter pertaining to anything 
one advertises, and to employ 
clipped articles either as reprint 
or as ideas. The clipping also 
has this advantage, that it is an 
outsider’s endorsement of a com- 
modity instead of what the ad- 
vertiser says himself, and usually 
bears the name of a good pub- 
lication that demonstrates impar- 
tiality. 

One of the best sources of good 
clippings for advertising purposes 
will be found in the women’s 
magazines. As women buy and 
use nine-tenths of all advertised 
commodities their views and opin- 
ions concerning them are most 
valuable, both for information 
and to convince other women. 
The home magazines are filled 
with practicalities which can be 
applied to advertising foods, tex- 
tiles, utensils, luxuries of every 
sort, either wholesale or retail. 
Good Housekeeping, for instance, 
has a monthly department of 
“Discoveries,” made up of dozens 
of practical suggestions for light- 
ening work and doing things 
about the home. If every retail 
grocer, druggist, furniture deal- 
er, hardware man and merchant 
generally, would read this depart- 
ment monthly, clip the short items 
pertaining to his business, print 
them verbatim day by day, simply 
quoting prices on those men- 
tioned, he would have a much 
more vital kind of advertising 
than where his own intuition is 
trusted. These specimens indicate 
how direct an introduction may 
be given to commodities that can 
be used as leaders: 

One of my baby’s toys, a miniature 
broom, has proved invaluable. With it 
I can sweep off curtains and tapestries 
without the aid of a stepladder, while 
it is far superior to a whisk broom for 
cleaning clothes on the line. 

If you want real comfort on a hot 
summer day, fill the hot water bag with 
cold water, not ice water, and put it 
under your cheek during the afternoon 
nap 

he upholsterer says if the furniture 
is infested with moths, to remove the 
lining beneath the seat, and. interline 
with tarred paper. This should effect- 
ually prevent the return of the pest. 
In a friend’s house the refrigerator 
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top which is heavy to lift and apt to 
fall, is fitted with a weight and pulley. 
‘The heavy cord is fastened to the front 
of the refrigerator top, passed through 
the wheel of the pulley, and the weight 
adjusted so that a touch lifts the top 
and holds it securely. 

Large quantities of hot water poured 
into ants’ nests will often drive them 
away. Tartar emetic strewn around 
will poison them in many cases, but it 
must be handled very carefully as it 1s 
deadly poison, and a very smali amount 
is fatal to man. A dilute solution of 
formalin, one or two parts of the fluid 
as it comes from the drug store to 
twenty parts of water, is very good; 
this, by the way, will rid a room of 
flies over night. Pour a small quantity 
into shallow saucers and set several of 
them in different parts of the room, 
then close all doors and windows. In 
the morning the flies will be found 
dead on the floor. This is not danger- 
ous to people, and a very brief airing 
will free the room from any of the 
pungent fumes that may possibly re- 
main afterward. 

Odd utilization of devices like 
electric fans, sewing machines, 
etc, are constantly being brought 
to light in the periodicals, such 
as one in Good Housekeeping in 
which the strong draught pro- 
duced by a motor fan was recom- 
mended as the best thing in the 
world for ridding a house of flies, 
The latter hate a breeze. If the 
man who has electric current to 
advertise can’t see the utility of 
such hints he would better stop 
advertising. In the thousands of 
health hints continually being 
published will be found valuable 
arguments for foods, simple pre- 
ventives, disinfectants, etc., and 
nearly every one of them is an 
argument for articles of good 
quality, as contrasted with cheap 
bargain merchandise. Banks will 
find two varieties of argument— 
those dealing with thrift to en- 
courage saving, and those de- 
scribing swindles, gambling, horse 
racing and worthless investments, 
to encourage perseverance in 
thrift. This “Do” and “Don’t” 
side can be utilized in other lines, 
and is always advisable so long 
as it doesn’t degenerate into mere 
competitive talk against the fel- 
low around the corner. 

Another very useful form in 
which clippings may be employed 
is as booklets containing maga- 
zine or newspaper articles entire. 
A real estate company dealing in 
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New York, for instance, made a 
booklet of an article from Mc- 
Clure’s, telling how the Astor 
fortune was built up on New 
York realty. Nothing as thor- 
ough, entertaining or impartial 
could have been written for the 
company itself, nor anything more 
directly forceful. In Good House- 
keeping for June, 1906, was print- 
ed another article of this sort, 
“An Electric Day,’ describing a 
home in which most of the work 
is done by electric heaters, cook- 
ers and other devices, with com. 
parisons of cost for wiring and 
current demonstrating reasonable 
expense of operation. These are 
only two specimens of the article 
that makes a good booklet. Per- 
mission to reprint such articles is 
usually obtained without difficulty 
from publishers of magazines or 
newspapers, and often arrange- 
ments can be made for the use 
of illustrations, 


Clippings suggest a _ clipping 
bureau. Service is sometimes 
satisfactory, sometimes not. A 


clipping bureau, like everything 
else, goes upon a system. When 
asked to send everything appear- 
ing with the name of a Senator in 
it, or all articles published on a 
live current subject—say the 
isthmus and the canal—its ma- 
chinery works to a hair line. But 
an order for everything bearing 
on the dietic value of canned 
goods is likely to derange a clip- 
ping service, and the extracts. sent 
will often be far out of the ad- 
vertiser’s line. He ought to be 
his own clipping service, just as 
he is his own advertising writer 
or manager. A very little atten- 
tion to clipping will soon show 
where the vital stuff is to be 
looked for, as well as new ways 
of utilizing it. 

—__+or+____ 
WARNING FROM LONDON. 
The American papers have so fre- 
quently published exaggerated _ state- 
ments concerning the opportunities for 
Transatlantic brains on this side, and 
the way in which their owners are 
already controlling the field, that the 
average young advertising man in the 
States thinks he has only to cross the 
ocean to obtain unlimited wealth. There 
are quite a few men in New York 
City to-day who could tell a different 

tale.—Advertising World. 




















WHERE TO DRAW THE 
LINE. 


There can be no doubt that, in 
the past year or two, some of the 
magazines have become stricter 
about accepting certain kinds of 
advertising than they ever were. 
Medical and investment publicity 
are the kinds ruled out when a 
magazine reforms, for the quack- 
ery and obscenity of the average 
daily newspaper's “Men Only” 
business is practically absent 
from all but a few of those maga- 
zines who carry little else in the 
way of advertising. 

* * * 

Where should the line be drawn 
in determining for or against a 
proffered advertisement? What 
is objectionable advertising? Or, 
say that medical and investment 
announcements are barred, what 
is a medical advertisement, and 
what an investment? Where is 
the line between medicines and 
cosmetics? When does an invest- 
ment become so safe that no 
magazine ought to refuse it on the 
score of doubt as to its sound- 
ness? These are important ques- 
tions to the publisher who has to 
refuse or accept advertising con- 
tracts by them, and each seems to 
have his own interpretation of 
what is objectionable. McClure’s 
has no advertising of mining com- 
panies, but carries that of the 
American Real Estate Company’s 
bonds, a high-grade security. It 
prints no Peruna advertising, but 
runs Cuticura Soap. Harper's 
Monthly is high-class in its adver- 
tising policy. Its publishers see 
fit, however, to accept the an- 
nouncements of the Oppenheimer 
Institute, Mrs. Winslow’s Sooth- 
ing Syrup, Vapo-Cresolene and 
other remedies. Everybody's ac- 
cepts Vapo-Cresolene, the Cen- 
tury Buffalo Lithia, Vapo-Cres- 
olene and Moller’s Cod Liver Oil, 
Scribner's finds the Oppenheimer 
Institute and Cuticura unobjec- 
tionable. This business has only 
a remote medical character. But 
where is the line? 

* * * 


The. most austere of all the 
Magazines is undoubtedly the 
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Ladies’ Home Journal. That 
publication sometimes goes so far 
in the opposite direction that it 
seems priggish, yet its decisions 
for and against certain kinds of 
advertising seein to hurt its in- 
come not the slightest. The 
Curtis policy may be summed up 
in the axiom that ‘When there 
is the least shade of doubt, re- 
fuse the business.” The Ladies’ 
Home Journal does not print the 
advertising of | Chesebrough’s 
Vaseline, for example, because its 
literature wrapped around bottles 
and boxes, snecifies medicinal 
uses. It has likewise refused 
other advertising of a vurely cos- 
metic nature. Cuticura advertis- 
ing in such magazines as Mc- 
Clure’s, and Scribner’s makes al- 
most entirely a cosmetic appeal, 
but the Ladies’ Home Journal re- 
fuses it for its medicinal proper- 
ties and because it is advertised 
as a remedy in less critical pub- 
lications. The new soap which is 
to be put out by Armour & Com- 
pany in connection with Pond’s 
Extract is refused for similar rea- 
sons. In investment advertising 
some fine distinctions are made 
between the Ladies’ Home Jour- 
nal and the Saturday Evening 
Post. The latter publication 
would accept advertising of cer- 
tain ood investment stocks listed 
on recognized exchanges, though 
such listing will not necessarily 
give a stock admittance to its 
columns. But no investment ad- 
vertising of any character what- 
ever is accepted for the Ladies’ 
Home Journal because it has been 
found that so great a body of 
women readers cannot be trusted 
to discriminate in investment 
matters. In an audience of at 
least five million women there is 
sure to be a large proportion that 
will weigh an investment proposal 
emotionally, and so all investment 
advertising is barred. 
* * * 


Some publications accept cor- 
respondence_ school  announce- 
ments indiscriminately. A few 
accept only those of schools that 
have proved their sincerity in 
trying to teach by mail, making 
allowances for the extent to which 
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good results depend on the stu- 
dent. One publication, for ex- 
ample, bars every correspondence 
school of advertising except 
George Powell’s, and the Inter- 
national Schools, of Scranton, 
Pa., which have been found hon- 
est in their endeavors to teach, 
and which, in the case of com- 
plaints from students, have 
promptly refunded tuition money 
without quibble. The Saturday 
Evening Post accepts certain cor- 
respondence school advertising. 
Again, the motives of an adver- 
tiser may be entirely good, yet his 
judgment or financial standing 
will not be so sound as he thinks 
they are. The Curtis Publishing 
Co. makes a rule of finding out 
whether an unknown advertiser 
who seeks money through the 
mails is, first, in good standing 
commercially, requiring a refer- 
ence from reputable business per- 
sons in his own locality or look- 
ing him up at the commercial 
agencies; second, whether he is 
really able to perform the service 
he believes he is able to perform. 
Some publishers regard it as 
cause for investigation when a 
new, unknown advertiser sends 
with his announcement the cash 
to pay for insertion. Censorship 
often extends to statements of 
fact in an otherwise acceptable 
ad. An advertiser may be per- 
mitted to state that “Some of Our 
Agents Make $8 a Day” if he can 
actually show that he has agents 
who earn this much. But if he 
begins his announcement with the 
statement that “Agents Can 
Easily Make $8 a Day” his head- 
ing would have to be modified. 
* * * 


Probably the best rough-and- 
ready rule in judging what ad- 
vertising is acceptable is found in 
the “money-back” policy which a 
number of the magazines have 
adopted. When the publisher re- 
gards every ad as a business in- 
troduction to his readers, a 
voucher for the advertiser’s hon- 
esty that will lead to financial re- 
lations; ‘when he is willing to 
stand behind every advertisement 
with his own money and make 
good losses—then the line be- 


tween acceptable and objection- 
able advertising will be pretty 
clear, though it may be drawn 
rather more tightly than outward 
circumstances would seem to 
warrant. Sometimes the most 
reputable and innocent advertis- 
ing will lead to loss where a pub- 
lisher adheres to the “money- 
back” policy. A large manufac- 
turing house in New York City, 
advertising a sample of its goods 
for a silver dime, lately got be- 
hind in its follow-up department 
so that persons who had sent ten 
cents were led to complain. In all 
cases brought to the attention of 
a certain “money-back” magazine 
a dime was promptly mailed with- 
out any inquiry at the office of the 
manufacturer, and this policy 
would have been adhered to had 
the amount involved been ten 
times as much, or a_ hundred 
times. When a publisher stands 
behind advertising in this way, he 
judges business offered on prac- 
tical grounds that give decisions 
quite different from those based 
entirely on ethics. 

—— On 
JOURNALS SHY ‘ON 
COMMISSIONS, 

The J. Walter Thompson Co., ad- 
vertising agents, are taking up the 
question with many of the better trade 
papers, whether it would not be a good 
plan for them to get on a working 
basis with the advertising agent. A 
great many of the trade papers refuse 
to pay the advertising agents any com- 
mission and many others have elastic 
rate cards which make it difficult for 
the agent to do business with them 
satisfactorily. The advertising agents 
have recognized it as a fact for some 
time past that the trade papers were a 
rift in the lute. They get along nicely 
with the magazines and the daily news- 
papers, but can offer a concern almost 
no inducements when its business is 
chiefly with the trade papers. It will 
be interesting to see if the J. Walter 
Thompson Co. can find a solution of 
the trouble-—Commercial Union, 


——___~+o+> 


TRADE 


AN attractive booklet-catalogue, 
showing mantles and fixtures, is issued 
by the Lindsay Light Company, Chi- 
cago. The cover bears a_ representa- 
tion in color of the “Lindsay Light 
girl,” a character that has been ex- 
tensively employed in this concern’s 
advertising. The volume was compiled 
by F. J. Sullivan, advertising manager 
for the company, and the printing is 
creditable to the Wright & Joys Co., 
of Milwaukee. 
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(A Roll of Honor ) 





No amount of money can buy a place in this list for a paper vot maving the 


requisite qualification. 


Advertisements under this caption are accepted from publisners who, accord- 
ing to the 1906 issue of Kowell’s American Newspaper Directory. have submittea for 
tnat edition of tne Directory a detailea circulauion statement. auly signed and datea, 
also from publishers wno for some reason failed to obtain a figure rating im the iX6 
Directory, but have since supplied a detailed circulation statement as described above, 
sovering a period of twelve months prior to the date of making the statement, sucn state- 


ment being available for use in the 1907 issue of the American Newspaper Directory. 


cir- 


culation figures in the ROLL oF Honor of the last Named character are marked With an (> ). 





These are generally regarded the publishers who believe that an advertiser has a right 


to know wnat he pays his nara casn for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 


Birmingham, Ledger. dy. Average for 1905, 
22,069. Best advertising medium in Alabama. 

Montgomery, Journal, ,dy. Aver. 1905, 8,677. 
The afternoon ome newspaper of its city. 


ARIZONA. 


Phoenix. Republican. Daily aver. 1905,6,.881. 
Leonard & Lewis, N. Y. Reps., Tribune Bldy. 


ARKANSAS. 


Fert Smith, Times. dy. Act. av. 19065, 8,781. 
Actual aver, for Oct., Nov. aud Dec., 1905, 8,968, 


CALIFORNIA. 


Mountain View, Signs ot ~~ Times. 
weekly averuge for 1905, 22.5, 30. 


Oakland, Herald. Average 
May, 1906, 19.552. Av. June, 1906, 
22,010, Largest cir, in Oakland. 
Ouly Pacijic Coast daily circula- 
tion guaranteed by Rowell’s 
American Newspaper Directory. 

San Francisco. Pacific Churchman, semi-mo.; 
Episcopalian, Cir, 1905, 1.427; May, 1906, 1,700, 

San Franelaco. Sunset Magazine, monthly, 
literary; two hundred and eight 5x8. 
Circulation 1904. 48,916: year ending Nov., 06, 
69.416. L.L. McCormick, 120 Jackson Boule: 
vard, Chicago, Illinois, Lg ae on 
William A. Wilson, 44 St., New York 
City, New York weneeseeenttve. Home Offices, 
431 Californ a Street. 


COLORADO. 


Denver. Clay’s keview, weekly, Perry A. Cla 
Actual aver. for 1904, 10,926, for 1905, 11.68 

Denver, Post, daily. Post Printing and Pub- 
lisning Co. Aver. Sor 1905, 44.8203 Sy. 60,104, 
Average for July,1906, dy. 54,208; Sy. 78.682, 
3 The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 





Actual 





vy 
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aay) 





GUAR Rowell’s American News- 
TEED paper Directory, who will 


pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Ansonia, Sentinel, dy. Aver. for 1905, 5,022, 
E. Katz, Speciai Agent, N. 

Bridgeport, Evening Port. Sworn daily av. 
1905,11,028, E, Katz, Special agent, N. ¥. 











oe arte Telegram-Union. Sworn daily 
v, 196, 10,171. antads one cent u word. 


"Meriden, Journal, evening. Actual average 
Sor 1905, 7,537. 


Meriden. Morning Record and Republican, 
Daily average for 1905. 7.578. 


New Haven, Evening Register. daily Actual 
av. Jor 1905,18,711: Sunday, 11,811. 


New Uaven. Pal!adium, dy. Arer. 1904, ¥F- 857; 
N.Y. 


1905, 8,686. EH. Katz, Special Agent, 


New Haven. Union. Average 1905, 16. 209. 
4st 3 mos. 1906, 16,486. E. Katz, Spec. Agi., N. Y. 


New London, Pay, ev’g. Aver. 1905, 6,109; 
ist 3 mos, 1906,6,.012, E. Katz., Sp. Agent, “N. ¥. 


Norwalk, Evening Hour. _— average year 
ending Dec., 195,3.170. Aprilcire., as certified 
by Ass’n Am, Adv’rs. all returns deducted, 2,869, 


Norwich. Bulletin, morning. Average for 
1904, 5.850; 1905, 5,920; now, 6,588, 


Waterbury. Republican. dy. Aver. for 1905, 
5.648, La Coste & Maxwell Spec. Agents, N. Y. 


DISTRICT OF COLUMBIA. 


Washington, Evening Star, daily and Sun- 
day. Daily average for 195, 85.550 (©©). 


FLORIDA, 


Jacksonville. Metropolis,dy. Av. 1905,8%,980; 
ist 4 mos, 1906, 9,407. E. Katz, Sp. ‘Agent, N.Y. 


GEORGIA. 

Atlanta, Journal, dy. Av. 1905,46.088. Sun- 
day 47.998 Semi-weekly 56.781; May, 1906, 
daily, 52.517; Sun., 52.977; semi-wy. , 74,281. 

Atlanta, News. Daily aver. first six mos. 1906, 
24,668. S.C. Beckwith. Sp. 1g., N. Y. & Chi. 

Atlanta, The Southern Ruralist. Sworn aver. 
Jirst six mos, 1906, 62.96 6 copies monthly Begin- 
uing Sept. ist, 70, 000 guaranteed, semi-monthly. 

Augusta, Chronicle, Only morning paper. 
1905 average. 6,048. 


ILLINOIS. 


Aurora. Daily Beacon. Daily pati Sor 
1905, 4,580; jirst six months of 1906, 6,245 


Cairo. Citizen. Daily average first six 
months 1906, 1,529, 


Champaten. News. First four months 1906, 
daily, 3.076 ; weekly. 8.446. 


Chieage. Bakers’ fielper, monthly ($2.00), 
Bakers’ Helper Co. Average for 1905,4,100(@@). 


Chicugo, Breeders’ Gazette. weekly; $2.00. 





605. 


Averaye circulation 1905, to Dec. sist, 6 
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Chicago, Dental Review, monthly. Actual 
average for 1905, 3.74 

Chicago, Exammer. <acerage for 1905. 144,+ 
806 copies duily; 9% vf circulation in city; 
larger city circulation than any two other Chi- 
cago morning papers combined. Examined by 
Association of American Advertisers. Smith & 
Thompson, Representatives. 


Chicago. Farm Loans and City Bonds. Lead- 
ing investment paper of the United States, 

Chicago, Farmers’ Voice and National Rural. 
Actual acer., 195, 80.700, Jun.,, 1906, 42,460. 








Chicago. Intand Printer. Actual average cir- 
culation Jor 1905, 15.866 (© ©). 


Ohieago. Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States. Circulation is never less than 90,000, 
The count made Uct. 20, 1905, showed 85,120 
paid subscribers. leaches nearly 90% of the post- 

ices in Nebraska; 80% of the postoffices in 
Illinois. Michigan. Wisconsin, Iowa and Minn- 
esota; half the poxtoffices in Indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 

Ohicago, Record-Heraid. Average 1904, daily 

145.761, Sunday 199.400. average 1905, daily 
146.456, Sunday 204.559. 
&@ The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Chieago. System, monthly. The System Co.. 
puo. Kastern office 1 Madison Ave., N. Y. Aver- 
age for year ending, March, 1906, 50,556. Cur- 
rent average in excess of 60.000, 

Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the only Chicago newspaper receiv- 
ing (©©). 

Joliet, Herald evening and Sunday morning. 
Averaye for year ending July 17, 1906, 6.266, 

Peoria. Star, evenings ana Sunday morning. 
Actual average for 1905, d’y 21,042. S’y 9,674. 


INDIANA. 


Evanaville. Journal-News. Ar. for 1905, 14.+ 
040. Sundays over 15.000. E. Katz, S. A.,N.¥. 


Indianapolis, Up-to-Date Farming. 1905 av., 
156,250 semi-monthly; 7c. a line. Write us 

Notre Dame. The Ave Maria, Catholic weekly. 
Actual net averuge Sor 1905, 24.890. 


Prineeton, Clarion-News, daily and weekly. 
Daily average 1905, 1,447; weekly, 2,897. 


Richmond, The Evening Item, daily. Sworn 
average net patd circulation for 1905, 4,074; six 
months ending June 30, 1906, 4.262; for July, 
1906, 4,525. Over 3,200 out of 4,800 Kichmond 
homes are regular subscribers to the Evening 
Item. 


South Bend. Tribune. Sworn daily average, 
July, 1996. 7,838. Absolutely best in South Bend. 


IOWA. 
Davenport, Catholic Messenger, weekly. 
Actual average for 1905, 5,814, 


Davenport. Times. Daily aver. June 12,021, 
Circulation in City or total guaranteed greater 
than any other paper or no pay Jor space. 


Dea Moines. Capital, aaily. Lafayette Young, 

publisher. Actual average sold 1905, 39.17%. 

Present circuiation over 40.000. City and State 

circulation largest n Iowa. More local advertis- 

ing in 1905 in 342 issues than any competitor in 
5 The rate sive cents a line. 


UA 
oF 8 
TEED 








Des Moines, Register and Leader—daily and 
Gunday—carnes more “Want” and local display 
advertising than any other Des Moines or lowa 
paper. Average circulation for May, dy. 29,484. 


Des Moines. The People’s Popular Monthly. 
Actual average for 1905, 182,175. 
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Sioux City. Journal, daily. Average for 1905 
sworn, 24,961. Average for jirst six months, 
1906, 29,045. 

Sioux Olty. Trioune. Evening. Net sworn 
daily, average 1905, 24.287 : July, 196,277.12. 

The paper of largest paid circulation, Ninety 
per cent of Sioux City’s reading public reads 
the Tribune. Only Lowa paper that haa the 
Guaranteed Star, 


KANSAS. 
Hutchinson, News. Daily 1905, 8.485. E. 
Katz, Special Agent. N. Y. 


Lawrence, World, evening and weekly. Copies 
printed, 15, daily, 8.57; weekly, 8,1 86. 


Pittsburg, Headlight, dy. and wy. Actual 
average for 1905, duily 5,280, weekly 8.278. 


Wichita, Star, weekly. Averaye for year end- 
ing January, 196, 2.845, 


KENTUCKY. 
Lexington. Leader, Ar.’v5., evy. 4.694. Sun. 
6.168; May, dy. 5,865. Sun. 6.968. K. Katz, S.A. 
Marion, Crittenden Kecord, weekly. Actual 
average for year ending October, 1905, 1,822. 


Owensboro. Daily Inquirer. Larger cire. than 
any Owensboro daily. No charge unless true. 


Owensboro, Daily Messenger. Sworn average 
circulation for 1905, 2.471; June, 1906,8.418. 


LOUISIANA. 

New Orleans. item. official journai of the 
city. <Av.cir. Jan., 196, 24.618: for Feb., 1906, 
25.419; for March. 1906. 26.06%; for April, 1906, 
26,090. Av. cir. Jan, 1 to June 30, 1906, 25,196. 


MAINE. 


Augusta. Comfort, mo. W. H. Gannett, pub. 
Actual averaye Jor 1905, 1.269.578. 


Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1905, 6.986, weekly, 2.090. 


Banger. Commercial. Average sor 1905, daily 
9.453. weerly 29,117. 

Dover. Piscataquis Upserver. Actual weekly 
average 1905, 2.019. 

Lewiston. Evening Journal, daily. ver. for 
1905, 7.898 (© ©). weekly 17.448 (© ©). 

Phillips, Maine Woods ana Woodsman.week ly, 
J. W. Brackett Co, Arerage for 15, 3.07%. 


Portland. Evening Express. Average for 1905, 
daily 12.005. Sunday Telegram, 8,428, 


MARYLAND. 

Annapolis. U.S. Naval Institute, Proeeedin, 
of ;q.; copies printed av.yr. end’g Sept. 1905,1,637, 

Baltimore, American, dy. Av, first six months 
1906, 85,142; Sun., 67.714. No return privilege 

Bultimore. News, daily. Evening News Pub- 
lishing Company. Average 1905, 60,678. For 

July, 1906. 70.818, 

The absolute correctness of the 
lutest circulation rating accorded 
the NEWS is guaranteed by the 

ublishers of eumere —— 

ewspaper rec Oo wi 

y one hundred dollars to the 
Jirst person who successfully con- 

troverts its accuracy. 
MASSACHUSETTS. 
Boston, Christian Endeavor World. A leading 
religious weekly. Actual average 1905, 99,491, 
Boston. Evening Transcript (OO). Boston’s 
tea table paper. Largest amount of week-day adv. 
Boston.Globe. Average 1905, datly, 192.584. 
Sunday, 299.648. “Largest Circulation U 
of any twocent paper in i 
100.000 more circulation than any other Sunday 
paper tn New England.” <dverti: ts goin 
morning and afternoon editions for one price. 
t# The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
cittat=wy teed by the publishers of 
iN Rowell’s American News- 
EED paper Directory, who will 
pay one hundred dollars to 
the first person who successfully con- 
troverts its accuracy. 
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From THE REGISTER AND LEADER (Des Moines, /a.), August 3, 1906 


THE ADVERTISING SUPREMACY 
OF THE REGISTER AND LEADER 


THE REGISTER AND LEADER is demonstrating every 
day that it is the newspaper of the people. Its 
reliable seven-day-a-week news service and features 
of vital interest to every member of the family 
place it regularly in 75% of the homes of the city, 
as well as making it the most widely-read newspaper 
in all interurban and tributary points to Des Moines. 


















THE JULY ADVERTISING RECORD 
NUMBER OF INCHES 





























sapiens aot Capital News 
Home ....... 8,846 8,465 8,963 
Classified ....| 6,590 | 4,556 3,685 
Foreign ...... 5,223 4,280 4,397 
Totals...| 20,659 | 17,301 17,045 
























During the month of July THE REGISTER AND 
LEADER published 2,871 more Want Ads than its 
nearest competitor, and 3,285 more Want Ads than 
its next nearest competitor. The large portion of 
Want Adswhich must necessarily originate unsolicited 
with the general public gives further proof of the 
paper the people believe in and use. 

The sum total of advertising appearing in the 
three daily newspapers of Des Moines during the first 
seven months of 1906 is found by unprejudiced 
measurements to be as follows: 

THE REGISTER AND LEADER (inches), 161,506; 
Capital, 151,622; News, 148,585. 


Circulation Daily and Sunday, 30,600 
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PR pg Post. Averaoe for July, 1906, Boston 

ily Post, 248.704; Boston ‘Sunday Post, 
pao 488 Daily gan. over July, 1905, 6.5703 
Sunday ag over July, 1905. gs. 292. Flat 
rates, r. 0.p. daily, 20 cents; Sunday, 18 cents. 
ee "Breakfast Table Paper of New Eng- 
and, 








A Evening News. Actual average for 1905 


Springfield, Farmand Home. National Agri- 
cuitural semi-monthiy. Total paid circulation, 
896.482. Distributed at 58,226 postoffices. 
Eastern and Western editions. All advertise- 
ments guaranteed. 

Springfield. Good Housekeeping,mo. <Aver- 

€ 195, 206.0838. No issue less than 200.000. 
‘All advertisements guaranteed. 


Springfieid. New England Homestead. Sey 
rtant agricultural weekly in New Knglan 
Paid circulation, 40,000. Reaches every post- 
office in Mass., R. I.. and Conn., and all in Ver- 
mont, New Hampshire and Maine. except afew in 
the woods. All advertisements guaranteed. 


Worcester, [Opinion inion Publique, daity(© ©). 
Paid average for 1905, 4,253. 


MICHIGAN. 
Adrian. Telegram. Dy. av. last three months, 
1905,5,171. Payne & Youngs. Specials. 
Grand Rapida«. Evening Press dy. Average 
1905, 46,456. Covers Western Michigan. 
Jackaon, Morning Patriot. Average June, 1906, 
6,811; Sunday, 6.992; weekly (April), 2.818. 


Saginaw. Courier-Herald. daily, SURAT 
Averuge 1905,12,394: July. 1906, 14,6 





Saginaw. Evening News. yare- Average for 
1905, 16,710; July, 1906, 20.712, 


MINNESOTA. 


Minneapoils. Karmers’ Tribune. twice.a-week. 
W. J. Murphy, pub. Aver. Sor 1905, 46.428. 


Minneapoiis. Farm, stock and Home, semi- 
monthly. Actual average 1905. 87,187; first 
six months 1906, 100,050. 

he absolute accuracy of Farm, 
Stock & Home's circulation rating 
is guaranteed by the American 





GU A [ay Newspaper Directory. Circulation is 
AN practically conjined to the farmers 
TEED of Minnesota. the Dakotas. Western 


Wisconsin and Northern Iowa. Use 
it to reach section most projitably. 


Minneapolla. Journal, Daily and Sunday. 
In 1905 average daily circulation 67.588, Daily 
average circulation for July, 196, 76.099. 
Aver, Sunday circulation, July, 1906,70. 902. 

The absolute accuracy of the 
Journal's circulation ratings ts 
guaranteed by the American Newa- 


GUAR per Directory. It reaches a 
AN greater number of the purchasing 
TEED classes and goes into more homes 


thai any — in its field. It 
brings results. resul 


Minneapolis, School Edue: Education, mo, Cir. 1905, 
9,850. Leading educational journal in the N.-W. 


Minneapolia. Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 1905,51,512. 


Minneapolis Tribune. W. J. Murphy, pub. 
Est. 1867. Oldest Minueapolis daily. The Sunday 
Tribune average per issue Jor the first six 
months of 1906 was 83,011. The daily Tribune 
a a eis issue ” all the first six months of 


was 105,55 
circu LAT’N ” The Erening Tribune ts guar- 
anteed to have a larger circula- 
tion than any other Minneap- 
- momupape's evening edi- 
The carrier-delivery of 
the ‘daily Tribune in Minneap- 
olisis many thousands greater 
than that of any other news- 
paper. The city circulation 
by Am. Newe- alone exceeds 43.000 datly. The 
paper Diree- Tribune is the rerognized 
tory. Want Ad paper of Minne- 
apolia. 
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St. Paul. woe ” saeioeas number sold for 
year 1905, 60,568 da 

:8t. Paul, The — S.mo. Rate, 40c. per 
line, with Sor six months 
ending December, 1905. 92.625. 

St. Paul. PioneerPress. Net average circula- 
 : Sor January—Daily 85,802, Sunday 8 


The absolute accuracy of t 
Pioneer Presa circulation 2 
ments is guaranteed by the Ameri- 





GU A a can Newspaper Directory. Ninety 
AN per cent of the money due for sub- 
TEED scriptions is collected,showing that 


subscribers take the paper because 
they want it, All matters pertain- 
ing to circulation are open to investigation. 


Winona. The Winona Republican - Herald, 
oldest, largest and best newspaper in Minnesota 
outside the Twin Cities and Duluth. 


MISSOURI. 

Joplin, Globe, — ¢ Average 1905, 18.894: 
June, 1906, 15,252. Katz, Special Agent, N. Y. 
Kaneas City, Western Mon Monthly. Reaches prac- 
tically all mail-order and 1 general advertisers. 
St. Joseph, News and Press. Circulation 
1905,85,158. Smith & Thompson, Hast. Rep. 
St. Louis. Courier of Medicine, monthly. 
Actual average for 1905, 9,925. 


St. Louis. Interstate Grocer has three times 
more circulation than three other Missouri gro- 
cery papers combined. Never less than 5.000. 
St. Louis, National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average for 1905, 
8.041 (© ©). Eastern office, 59 Maiden Lane. 
St. Louisa. National Farmer and Stock Grower 
monthly, Average sor 1903.106.625: average Jor 
1904, 104,750: average for 1905, 105,541, 


MONTANA. 


Missoula, Missoulian, every morning. Aver- 
age six months ending June 30, 1906, daily 4,888, 
Sunday 6,400. 
NEBRASKA. 
Lineoin, Daily Star, evening 
and Sunday morning. -ctual 


AvatIy daily average sor 1904,15.239. 
Ye No For 1905, 16.409. Only Neb- 
raska paper that has the 


Guarantee Star. 
Lincoln. poner: 7 aires Farmer. weekly. 
Average 1905, 147.4 


Lineoin. Freie Prose weekly. ictual average 
for 1905, 150.7384. 


Lincoln, Journal and News. 
1905, 27,092. 


Omaha, Farm Magazine, monthly. fiecee 
circulation year ending January, 1906, 40,714. 


NEW HAMPSHIRE. 
Nashua, Telegraph. The only daily in city. 
Sworn aver. for 6 mos, ending Mar. 3/,'06,4,410. 
NEW JERSEY. 


Elizabeth. Journal. Av. 1904. 5,522; 
6.515; 1st 6 mos. 1906. 7.176; June, 7,877. 


Jersey City. Evening Journal. Arerage sor 
1905, 22.546. First six months 1906, 28,085. 


Newark. Evening News. Evening News Pub. 
Co. average sor 1905. 60.1023; Apr. 06. 68,782, 


Plainfield, Daily Press. Average 1905, 2.874. 

first7 months, 1906,2.968. It’sthe leading paper. 

Trenton, Times. Arerage. 1904, 14.774; 1905 

16,458; April, 18,525. Only evening paper. 
NEW YORK. 

Albany. Evening Journal. Daily average for 
1905, 16.812. Jt’sthe leading pauper. 


Buffalo, Courier, morn. Av./905, Sunday 86,« 
774; daily 48.008; Enquirer, even.. 31. 027. 


Daily average 


1905, 





&t. Paul. A. 0. U. W. Guide. Average weekly 
circulation for 1905, 22,542. 


Buffalo, Evening ~ ‘thea Daily average 1904, 
94,690 


88.457; 1905 











Catakill, Recorder. 
4906,8.940, Best adv. medium in Hudson Valley, 








Corning. Leader, Average, 1904. 


6.235; 195 6.595. 
Cortland, Democrat, Fridays. Est. 1840. Aver. 
9905, 2.1 Only Dem, paper tn county. 


Glens Falls. Times. Est. 1878. ~*~ a woe. 
Average year ending March +1, 1906, 


LeRoy. Gazette, est. 1826. Av, 1905. 2,287. 
Largest wy. cir. Genesee. Orleans, ‘steed Co.’s. 


evening. 





Mount Vernon. Argus, evening. An daily 
average 1 year ending June. 1906, 8.532. , 


Newburgh. News. daily. Ar. 1905, 5.160. 
3.000 more than all other Newb' gh paperscombined 


New York City. 

York. American Agriculturist. Best 
farm and family agricultural weekly in Middle 
and Southern States. Circulates 100.000 cop- 
ies weekly, of which 95.468 are actual paid 
subscribers, as per count of June 1,195. The 
extraordinary character and purchasing power 
of its readers is emphasized by the fact that 
AMERICAN AGRICULTURIST’S subscribers in New 
York include ever postoffice in the State. In 
New Jersey it goes to 77% of all the postottices; in 
Delaware 87%, in Pennsylvania 74%, in Ohio 852. 
and to 20% to 40¢ of the postoffices in the Southern 
States, All advertisements guaranteed. 


New 


American Magazine (Leslie’s Mourily)s Pre 
sent average circulation, 256,108.  Guaran- 
teed average, 250,000. ‘deans, 78.296. 


Army & Navy Journal. Est.1863. Actual weeicly 
average for first 19 issues. 1906. 9.592 (OO). 





Automobile, weekly Average for year ending 
July 26, 1906, 14,615. > B). 

Raker’s Review. monthly. 
publishers. 





W.R. Gregory Co., 
Actual average | Jor 1905, 5.008. 





Benziger’s Magazine, family monthly. FPenr- 
ziger Brothers. Arerage for 1905,44,166, pres- 
eut circulation, 50.000. 

Chpper, weekly (Theatrical. 


Frank Queen, 
Puv, Co,, Ltd. Aver. 


Tor 195, 26,.2238(O©). 


Jewish Morning Journal. Average for 1905, 
54.668. Only Jewish h morning daily. 





Music Trade Review. music trade and art week- 
ly. Average Jor 1905, 5.341. 

Printers’ Ink, a journal for eavections, ~_= 
lished every W eédne psday. Established 
tual weekly average for 1903, 11. oot oe 
weekly average for 1904, 14,918, “Actual weekly 
average Jor 15,15,.090 copies. 


The People’s Home Journal. 544.541 monthly. 
Good Literature, 44 Adee monthly, average ctr: 
culations for 1905—all vid-in-advance sud- 
scribers. F. M. ington. punt idler 


The Tea and Coffee Trade Trade Journal. Average 
ecreulation for vear ending July, 1906, 6.008; 
July, 1906, issue. 6.95 


The Wall Street Journal. Dow. Jones & Co., 
publishers. Daily average 1905, 13.158. 


The World. Actual arer. for 1905, Morn,. 


205. 
490. Evening, 37 


~706. Sunday, 411.074. 
Seheneetady, Gazette. daily. A. N. Liecty. 
Actual average for 1904, 12.574; 1905, 15.058. 


raid. daily. Herald Co. 
552. Sunday 40,098. 


Syracuse, Post-Standard. Daily circulation 
27.000 copies. The home newspaper of Syracuse 
and the best medium for legitimate advertisers. 


Utiea, National Electrical Contractor, mo. 
Average for 195, 2.645. 


Syraeune. Evening I 
pub. Arer, 1905, dail 








Utiea. Press. daily. Otto A. Meyer, publisher. 
Average for 1905. 14.3359. 


NORTH CAROLINA. 


Charlotte. News. Has passed the 5,000 mark. 
The Charlotte News, the leading evening — 
in the two Carolinas is growing. Watch it 
Twice-a-Week Times. 


Coneord. Actual aver- 
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1905 average. BS13 July, ; 





age for 1905, 2,262. 
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Av, 1903, 
1904, 9. TSG. Avy yor 1905, 10,206. 


Evening ‘times. Leads all afternoon 


Raleigh. Biblical Recorder, weekly. 
8,872. Ar. 


apers 

rs in a between Richmond and 

lanta, Full A. P. dispaiches. Actual daily 
saan 1905, 4.251. 


Raleigh. News and Observer, N. C.’s great- 
est daily. Sworn average 1905, 10,202, more 
than double that of any other Raleigh daily, 40% 
greater than that of any other daily in the State. 


NORTH DAKOTA, 


Grand Forka, Normanden. Av. yr. 705, 7,201, 
Aver, for Jan., Feb., Mar. and Apr,., 1906, 3,795. 


OHIO. 


Ashtabula. Amerikan eel 
Actual average for 1905. 10.766 


Cleveland, Plain Dealer. Est. 1841, Actual 
daily average 1905, 77.899 (3): Sunday, 74.960 
(3h); July, 7006, 75,968 “aan Sunday, $2,654, 

Coshocton, Age, Duily ar. {st 6 mos. 06,8.101; 
in city 10.000- factory pay-rolis $150,000 monthly 


Dayton,The Watchword. Illus. Young People’s 
Paper. Ar. 1905, 85.519. 15c. per agate line. 


Finnish 


Springfield, Farm and Fireside, over 4 cen- 
tury leading Nat. agricult’! paper. Cir.415,000, 


Springfield. Woman's Home Companion. 
June, 1906, circulation, 565.000; 115.000 above 
guarantee. Executive offices, N.Y. City. 





Y¥ D'v ar, 05, 12.9103 
Sy. 10,178: Lacoste a rd a Monell. N.Y. & Chicago, 


OKLAHOMA. 


Oklahoma City, Tbe Oklahoman. 1905 arer. 
11.161; July, 1906,18.805. E. Katz. Agent, N.Y. 


OREGON. 


Portland. Evening Telegram. Largest exclu- 
sive Seedaiien of any newspaper in Oregon. 


Portland, Journal. Daily and Sunday. 
vy Actual average for July, 25,018. Aver- 
age year 1905. 21,926 


Portland. Pacific Northwest, mo. 1905 arerage 
13,588. Leading farm vaperin State. 


PENNSYLVANIA. 


Erie. Times, daily. <arer. for 1905, 
July, 1906, 17.186. E. Katz. Sp. Ag., N. 


iarrisburg. Telegraph. Sworn ar., June. 18.0 
591. Largest paid circulat’n in H’b'g, vr no pay. 


15.248, 
A 


Philadelphia. Contectioners’ Journal, mo. 
Av, 1904, 3.004; 1905, 5.470 (OO). 
Philadeiphia, Fart Journal, 
montaly. Wilmer Atkinson Com- 
pany, publishers. Average for 
1905, 563.266. Printers’ Ink QRS 
awarded the seventh Sugar Bowl AN 
to Farm Journal for the reason TEED 


that *‘that aper.among ali those 
“publisned in the United States, 
“has oeen pronounced the one 
Pca best serves its purpose as 
an ” 
“ror the agricultural la- 
“tion, and as an effective and 
“economical — a rer com- 
“municating wit them 
“through its advertising couumns.” Unlike any 
other paper.” 
Philadelphia. German Daily Gazette. <Aver- 
circulation, 1905,daily 51.508: Sunday, 44.465, 
sworn statement. Circulation books open. 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 





per. esides the Guarantee 

GUAR Btar. it has the Gold Marks and is 
AN on the Roll of Honor—the three 
TEED most desirable distinctions for 


any newspaper. Sworn daily av- 
erage for first six months 1906, 
103,419; Sunday average, 148.9 148,949. 
Philadelphia. The Merchants’ Guide, pub- 
lished weekly. ‘‘The paper that gets resuits.”’ 
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Philadelphia, West Phila. Bulletin, weekly. 
Circulation 5.00®. Everybody looks for it. 


oan ae nearly everybody reads THE 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE BULLETIN for each day in the 
month of July. 1906: 











Se Sunday 
3... 224.435 
Dig bosses: ceneun 215,750 
4. Holiday 
Recuskvushsnavee 223.6 
6. 224, 
7. 212,719 
8. Sunday 
9. +» 221,256 
10. 212,932 
ll. 583 
12. 221,899 
13.. 219,442 
14. +. 208,891 
16. Sunda; 
RAPES Pe 215,; 


Total for 25 days, 5,426,325 copies. 
NET AVERAGE FOR JULY, 


217,053 copies a day 


THE BULLETIN’S circulation ficures are net; all 
damaged, unsold, free and returned copies have 


been omitted. 
LIAM LL. MCLEAN, Publisber. 
Philadelphia, Pri b, 1906. 
Pitteburg. The United a aa Weekly 
circulation 1905, 21,560 
West Cheater. Local News, 
daily. W. H. Hodgson. drerayesor 
1905, 15.297. In its sath year. 
Independent. Has Chester County 
and vicinity for its field. Devoted 
to home news. henze 1s a home 
paper. Chester County is second 
tn the State in agricultural wealth. 
Williameport, Grit. America’s Greatest 
Weenlyu Average 1905,226.715. Smith & Tnaomp- 
son, keps., New Yori and Chicago. 
York. Dispatch and Daily. Average for 6é 
months ending April, 1906, 16,280. 


RHODE ISLAND. 
Pawtueket. Evening Times. Aver, cfrculation 
Sour months ending April 30, 06, 17%.202 (sworn). 
Providence. Daily Journal, 17.623 ( 29). 
Sunday, 20.833 (OO). Evening Bulletin’ >, 73 
averaye 1905. Providence Journai Co.. pubs. 
Providence. Real Estate Register; finance. 
b’ld‘g, etc.: 2,528;sub’s pay 24 of total city tax. 
Weaterly. Sun. Geo. H. Utter, pub. Aver. 1995, 
4.467. Largest circulation in Southern R. 1. 


SOUTH CAROLINA. 
Oharieaten. “Hveming Post. Actual dy. aver- 
age for 195, 4,805. 
Coiumbia, State, Actual aver- 
age for 1905, taily 9.587 copies 
(OO); sem:-weekly, 2,625, Sunday 
705, 11.072(OO). Actual average 
first six months 06, daily 10,760; 

Sunday 11.861. 


TENNESSEE. 
Knoxville Journai and Trib- 
une. Daily average year ending 
December 31, 195. 15.018. Weerly 


Aaa average 194, 14.515 
AN One of only three papers in 
TEED the South. and only paper in 


Tennessee awarded the Guar:intee 


Knoxville. Sentinel. Ar, fst 6mos.'66.11, 10%, 


Carries more aovertising in six duys than aos 
contemporary in seven. Write for information, 


Memphis. Commerciai Agpeni. duly, Qunteg. 
weekly. Average 195, datly 38.915. Sunday 
55.887. weerly, 8 58S, Smith & Taompson, 
Representatives N. Y. « Chicago. 


Bong fs. Times, yay 4 Circulation year 
enaing February, 1906, 2.11 


Baie my Banner. daily. Aver. for year 1903, 
T2: for 194, 20.7083 for 1905, 80,227. 


; TEXAS. 
Beaumont, Texas, Enterprise. Average 1905, 
5,487; present output over 10,000 guaranteed. 
EI! Paso. Herald. Av.’05, 5,011; June,’06, 6,1 oe. 
Merchants’ canvass showed HERALD in 804 ot E 
Paso —, Only El! Paso paper eligible to Nall 
of Honor. J.P. 3mart, 150 Nassau St., N. Y 


San Angelo, Standard, weekly. aunese for 
year ending May 6, 1906, 3,018 (2). 


VERMONT. 
Barre. Times, Jaily. F. E. Langley. as, 
8.527, for last six mouths, 196, 4.068. 


Burlington. Free Press. Daily av. -., 6.558; 
Sor June.7.674. Largest city and State circulu- 
tion. Examined by Association vf American 
Advertisers. 

Burlingten, News, daily, evening. Actual 
daily average 1904, 6.018 ; 1905, 6,886, December, 


1905, 7.4 
Montpelier, Argus. Actual daily average 


1905, 3.342, 
Betient. Tegal. Average 1904, 3,527. Av- 
erage 1905, 4.286 


St. Albans, neniia: daily. Actual average 
1. 


Sor 1905, 5,05 
VIRGINIA. 
Danville, The Bee. Ar. 1905, 2.846, April, 
1906, 2,365. Largest cir’n. Only eve’y puper. 
Richmond. News Leader. Sworn dy. av. 1905, 
29.545. Lurgest in Virginias and Carolinas. 


Rien mond, Times-Dispatch, 
ape oe 

Actual daily average vear end- 
ing December. 1905, 20.376. High 
N price circulation with no waste 
or duplication. In ninety per cent 
of Richmond homes, The State 
paper. 


WASHINGTON. 

oe Post- Intelligencer (OO). 
Average for July, : 1906— Week-wati, 
25.809; Sunday, 36.840. « niv 
R mn‘ [4 pee in Seattle; only gold 
nd guaranteed circula- 
Ls) tion in Washington. A FULL PAID 
circulation of oerepiional merit 

and superior value. 


Tacema,. News. Average Jirst four months 
1906, 16,212; Saturday, 17.637. 


WEST VIRGINIA. 
Parkersburg. Sentinel, “*- R. E, Hornor, 
pub. Averaye sor 1905, 2.4 
Ronceverte. W.Va. News, wy. Wm. B. Blake 
& Son, pubs. Average jirst 5 months 1906, 2,112. 


WISCONSIN. 


Janeaville. Gazette. d’lyand s.-w’y. Cire’n— 
average 1905, daily 8.149: semi-weekly $,059, 
Madison. State Journal. dy. C:rculation aver- 
age 1905,3.452. Only «afternoon paper. 
Milwaukee. Badger oan Farmers’ Record, 
mo.; 74.000 copies (3); rate 30c. a line; largest 
mo, furm journal circulation in this territory, 
Milwaukee. Evening Wisconsin, d’y. Av. 1905, 
26.648; July, 1906, 28.295 (OO). 
Milwaukee. The Journal. ey Af 
Arerage 1105. A0.517: July, 
44.390. Tne pard daily ae 


y. 
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Atala lition of The Milwaukee Journal 
AN is double that of «ny other even- 
TEED Ing and more than is the pai 


circulation of any Milwaukee 





Star. The leader 1n news, circula- 
tion, influence and advertising patronage. 


Sunduy newspaper. 
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Oshkoah, Northwestern. dally. Average ie 
1904, 7.231. Average for the the year, 1905, 7,653. 


T" WISCONSIN 
GRICOLTURIST. 


Racine. Wis.. Eat. sat tang 


consin than any Other mper. big 
$2.30 an inch. N. Y. ce, Temple 
Court. W. C. RT aa Mor. 


WYOMING. 


Cheyenne, Tribune. Actual daily average net 
Sor 1905, 11; first six months, 1906, 5,079. 


BRITISH COLUMBIA. 

Province. daily, Arerage for 
5M July, 1956, 10.052. - DeClerque, 

U.S. a. ‘Chicago a and New Yor 


Victoria, Colonist, daily. Coloniet P.& P. 
Co. Aver. for 1904. 4.356 G Ok; soriws, 4.3028. 
U.S, Kep., H. C. Fisher, New York. 


MANITOBA, CAN. 


Winnipeg. ree Press, daily and weekly. Av- 
erage (for 1905, daily, $0,048: duily. July, 1906, 
84.987; wy. av. for mo. of July, 20.800, 
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Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Weekly. Reaches 
all the German-speaking population of 200,000— 
its exclusive field. Aver. for the year end. June, 
1906, 15,817; aver, lust six months, 15,898. 


Winnipee. Telegram. Daily averege July, 
21,249. Flat rate, 42c. inch daily or weekly, 


NOVA SCOTIA, CAN. 


Nalifax, Herald (© @) and Evening Mail. 
Circulation, 1905, 15,5538. Flat rate. 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vebicle 
Trade, monthly. Average for 15, 6.088 


Toronto, The News. Sworn arerage daily 
circulation for year endiny Dec. 30, 1905, 88,232, 
Advertising rate é6c. per inch. Flat. 


QUEBEC, CAN. 


Montreni. La Presse. La Presse Pub. Co. 
Ltd., publishers. Actual areraye 1904, daily. 
80,259 ; 1905, 96,771; weekly, 48,207. 


Montreal. Star. av.&wy. Graham &Co, Av, 
for 1Ws du. 56.795. wy. 125,240, Av. for 1905, 
dy. 58,1253 wy. 126,307, 








€ ©) GOLD MARK PAPERS @0} 





Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
per Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


marks (© ©). 





WASHINGTON, D.C, 
THE EVENING AND SUN 
Reaches 904 of the Washington homes. 


GEORGIA. 
ATLANTA CONSTITUTION. Aver. 1905, Daily 
88,590 (OO), Sunday 48,731, Wy,'04, 107,925. 


AUGUSTA CHRONICLE (©). Only morning 
paper, 1905 average 6,043, 


ILLI om ol 

GRAIN DEALERS’ JOURNAL (@©), Chicago, 
prints more cias’fi’d ads than all others inits line. 

THE INLAND PRINTER, Chicago, (@ ©). Act- 
ualaverage circulation for 1905, 15,866. 

BAKERS’ HELPER (© ©), Chicago, ouly “Gold 
Mark” baking journal. Oldest, ——. best 
known. Subscribers in every State and Territory. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 


KENTUCKY. 

LOUISVILLE COURIER-JOURNAL (© ©) 

Best paper incity ; read by best people. 
MASSACHUSETTS, 

Boaton, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen ‘indus- 
tries of America (OO). 

BOSTON EVENING TRANSCRIPT (©©). estab- 
lished 1830. The only gold mark daily in Boston. 

TEXTILE WORLD RECORD (©60), Boston. 
Nearly 200 of its 400 advertisers use no other 
textile journal. It covers the field. 


WORCESTER L’OPINION PUBLIQUE (©) is 
the leading French daily of New England. 


MINNESOTA. 
NORTHWESTERN | MILLER 
) Minnea nny Bann ge year. Covers 
Rae and flour de ‘4S over ras world. The 
only “Gold Mark? milling journai (OO©) 




















NEW YORK. 


NEW YORK TIMES (@©). Largest high-class 
circulation. 


BROOKLYN EAGLE (©) i (QO) is THE advertising 
medium of Brooklyn. 


THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium in this section, 


ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation, infiuence and prestige. 


ENGINEERING NEWS (@©).—The leading 
American authority.— Tribune, Scranton, Pa. 


THE CHURCHMAN (©©). Fst. 1844; Satur- 
days; Protestant-Kpiscopal. 47 Lafayette Place. 


VOGUE (©). the indispensable weekly, aver- 
ages more advertising than than other publications, 


ELECTRICAL BK VIEW (© ©) covers the field 
Read and studied by thousands. Oldest, avlest 
electrical weekly. 


HARDWARE DEALERS’ MAGAZINE. 
nn 1905, average issue, 19,020 (©@©). 
D. T. MALLETT, Pub., 253 Broadway, N. Y. 


STREET RAILWAY JOURNAL (@©0). The 
standard authority the world over on street and 
interurban railro: wart Average weekly circu- 
lation during 1905 was 8,160 copies. 


NEW YORK HERALD (©©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first. 


CENTURY MAGAZINE (© ©). There area fow 
— in every community who know more 

han all the others. Taese people read the 
CENTURY MAGAZINE. 


NEW YORK —* (© ©). daily and Sun- 
day. Established 1841. conservative, clean 
and up-to-date kA, whose readers repre- 
sent inteilect and purchasing powertoa high- 
grade advertiser. 


ELECTRICAL WORLD (@60), established 1874. 
The great international weekly. Circulation 
audited, verified and certified by the Association 
of American Advertisers to be 20,389 average 
weekly from January 6th to March 3d, 1906. 
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Ou 
CINCINNATI EXQUIIEEK @o>. Great—influ- 
ential—of world-wide fame. st advertising 
medium in prosperous Middle West. Rates ana 
information supplied by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
CARRIAGE MONTHLY (© ©), Phila. Technical 
journal; 40 years; leading vehicle magazine 


THE PITTSBURG 
© DISPATCH o 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg field. Only two-cent 
morning paper assuring a prestige most 
profitable to advertisers. rgest home 
delivered circwation in Greater Pittsburg. 














THE PRESS (© ©) is Philadelphia’s Great 
Home ee: it is on the Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 

per. Sworn daily average first six months 
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RHODE ISLAND. 
PROVIDENCE JOURNAL (@ ©), a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 
THE STATE (©), Columbia, 8. C. Highest 
quality, largest circulation in South Gavelonn. 


TENNESSEE. 
THE TRADESMAN (@©) Chattanooga, Tennes- 
see semi-monthly. ‘he South’s authoritative 
industrial trade journal. 


VIRGINIA. 
THE NORFOLK LANDMARK (@©) is the 
home paper of Norfolk, Va. That speaks volumes, 


WASHINGTON. 
THE POST INTELLIGENCER (©O©). 
morning paper in Seattle. Oldest in State 
paper read and respected by all classes, 


WISCUNS SIN. 
THE MILWAUKEE EVENING WISCONSIN 
|(@©), the only gold mark daily in Wisconsin. 
Leos than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


CANADA. 
THE HALIFAX HERALD (© ©) and the EVEN- 


Sty 








pa y 
1906, 103,419; Sunday average 1906, 148,949. 


ING MAIL. Circulation 15.558, flat rate 











THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





CULORADO. 
7 Denver Post, Sunday edition. April 15, 
1906, contained 5,036 different classified ads. 
a total of 112 9-10 columns. The Post is the 
Want medium of the Rocky Mountain region. 
The rate for Want advertising in the Post is dc. 
per line each insertion. seven words tothe line. 


CONNECTICOT. 
M ERIDEN, Conn.. RECORD covers fleld of 50.000 
a ulation ; ; working people are skilled 
mechanics. Classified rate, cent a word a day. 
five cents a word & 
etc., half cent a ont aday. 


week. “Agents Wanted,’”’ 
DISTRICT OF COLUMBIA. 
se ee ae yr: and SunpDay Stak. Washington. 
© ©). carries DOUBLE the number of 
WANT Ase of any other paper. Rate lc. a word. 


GEORGIA, 
LASSIFIED advertisements in the PREss, of 
Savannah, Ga., cost one cent a word—three 
Insertions for price of two—six insertions for 
price of three. 


ILLINOIS. 
[HE DAILY NEWS is Chicago’s “Want ad” 
Direc! 


tory. 
7“. Champaign News is the leading Want ad 
medium of Central Eastern Lilinois. 
{pes TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper 
INDIANA. 
73 Indianapolis NEws during the year 1905 
nted 96.982 more classified advertise- 
ments than ali other dailies ot Indianapolis 
combined. printing a total of 296.941 separate 
paid Want ads during that time. 
IOWA. 
‘J.HE Des Moines KEGISTER AND LEADER; only 
morning paper; carries more “want’’ ad- 
pine py —_ any other Iowa newspaper. One 
cent aw 
‘HE Des peat CAPITAL guarantees the lar- 
gest city ae the largest saoge an 
in lowa, The Want giv 
turns always. The rate is 1 cent a S wend; by the 
month $1 per line. m. is published six evenings 
a@ week; Saturday big 








. 


KANSAS. 


PPEAL TO REASON, Girard, Kan; over 
300,000 weekly; 10 cents a word. 


MAINE. 
HE EVENING EXPRESS carries more Want ads 
than all other Portiand dailies comvined. 


MARYLAND. 
S eae Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad medium of Baltimore. 


MASSACHUSETTS. 

ste BOsTON EVENING TRANSCRIPT is the lead- 

irg educational medium in New England. 

It prints more advertisements of schools ana in- 

structors than all other Boston dailies combined. 

big BOSTON GLUBE, daily and Sunday, for 

the first six months of 1906, printed a total 

of 224.269 classified ads, There were no trades, 

deals or discounts. There was a gain of 6,804 

over the first six months of 1905, and was 96.385 

more than any other Boston paper carried for 
first six months of 1906, 

25 5 CENTS for 36 words, 5 days. 

“ Dally ENTERPRISE, Brock- 


GUAR ton, Mass., carries solid page 
eho Want ads. Circulation exceeds 
10,000. 
MICHIGAN. 


ep ae! COURIER-HERALD (daily), only Sun- 
day arto leading medium; circulation in 
excess of 14,000; one cent a word. 


MINNESOTA, 
Ts MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis, 
HE Minneapolis Daily and Sunday JoURNAL 
carries more classified advertising than any 
other Minneapolis newspa o free Wants 
and no Clairvoyant nor Oe scans medical 


advertisements printed. Clawified Wanteprinted 
= gay. , 128,184 lines. Individual advertisements, 
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HE MINNEAPOLIS TRIBUNE is the oldest Minne- 

apolis daily and has over 100,000 sub:cribers, 
which is 30,000 odd each day over “and above any 
other Minnea polis awe A Its evening edition 
alone has a larger circulation in Minneapolis, by 
many pomeem ay than any other evening caper. 
Itp Want advertise- 
ments every “week at full price (average of two 
pages a day); no free ads; price cevers both 
morning and evening issues. Rate, 10 cents per 
line, Daily or Sunday. 








MISSOUKI, 
HE Joplin GLOBE carries more Want ads 
than all other papers in Southwest Missouri 
comstaee, rea it gives results. One centa 
wo 


MONTANA. 
f.HE Anaconda STANDARD is Montana’s great 
“ Want-Ad ’ medium; lc.a word. Average 
circulation (1905), 11,144 ; Sunday, 13,888. 





NEBRASKA. 
La JOURNAL AND NEWS. Daily aver- 
905, 27,092, guaranteed. Cent a word. 


NEW JERSEY. 
pe N. J., FReie ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans. One cent per word ; 8 cents per month, 





NEW YORK. 


HE EAGLE has no rivals in Brooklyn’s 
classified business 


f[\HE Post-EXPRESs is the best afternoon Want 
ad in Kock ; 





LBANY EVkNING JOURNAL. Fastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS. Mount Vernon. N. Y. Great- 
est Want ad in b County. 


N EWBURGH DAILY NEWS. recognized leader 
in prosperous Hudson Valley. Circulation, 





UFFALO NEWS with over 95,000 circulation, 

isthe only Want Medium in "Buffalo and the 

strongest Want Medium in the State, outside of 
New York City. 


tse TrmES-UNION, of Albany, New York. Bet 

ter medium for wants and other classified 

matter than any other paper in Alban ny and 

Rosranice a circulation greater than all other 
ily papers in that city. 


AVE YOU SOMETHING TO SELL! Advertise 
in America’s Great Classified Medium— 
me MAGAZINE—three million readers. 
d for “How to —— in a Small Way 
Successfully” and other free booklets, THE 
RIDGWAY- THAY KK COMPANY, 31 E. 17th St. 
New York. 


RINTERS’ INK, published weekly. The rec- 
ognized and leading Wantad medium for 
Want ad mediums, mail order articles, aavertis- 
ing novelties, printing. typewritten circulars, 
rubber stamps, office devices. adwriting, half- 
tone making, and practically anything whicn 
interests and aparaia to advertisers and busi- 
ness men. Classified advertisements. 20 cents 
a line per issue flat : six words toa line, Sample 
copies, ten cents. 


NORTH DAKOTA, 
GPAND FORKS HERALD. Circ. May, ’06, 7,599. 
7 piace Daily in North Dakota. La Coste & 
Maxwell, New York Representatives. 





OLO, 
OUNGSTOWN VinpicaTor—Leading “Want” 
medium, 1c. per word. Largest circulation. 


OKLAHOMA. 
HE OKLAHOMAN, Okla. City, 13,582. Publishes 
more Wants than any four Ukla.competitors, 





OREGON. 
ORTLAND JOURNAL, Daily and Sun- 
day, leads in “Want ads.” as well asin 
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PENNSYLVANIA. 
df er Chester, Pa., TIMES carries from two to 

five times more ciassiflea ads than any 
otherpaper. Greatest circulation, 


WHY DON’T YOU PUT IT IN 
THK PHILADELPHIA BULLETIN? 


Want Ads. in THE BULLETIN bring 
prompt returns, because “in Phila- 
delphia mg Bae ae reads 


Net paid — cireuiation for 


217,063 copies per day. 
(See Roll of Honor column.) 


German People 
have confidence in a paper 
printed in their native tongue. 

The GERMAN DAILY 
GAZETTE has the confidence 
of 350,000 Germans in Phila 
delphia. 





RHODE ISLAND. 
fre EVENING BULLETIN—By far the largest cir- 
culation and the best Want medium in R. I. 


SOUTH CAROLINA 
HE NEWS AND COURIER (@O©), Charleston, 
8.C. Great Southern peengas medium; lc. 
a word; minimum rate, 26c 
TP.HE Columbia STATE (OO) carries 
more Want ads than any other 


South Carolina newspaper. 





BRITISH COLUMBIA. 


ICTORIA COLONIST. Oldest established 

aper (1857). Covers entire Province. Great- 
est Want Ad medium on the Canadian Pacific 
Coast. W, Clarence Fisher, 634 Temple Court 
Bidg., N. Y., Special Eastern Agent. 


CANADA. 
'IVHE Halifax HERALD (@©) and the Mair—Nova 
Scotia's recognized Want ad mediums, 


A PRESSE, Montreal. Largest daily circula- 

tion in Canada witnout exception. (Daily 
95.825. Saturdays 113.892—sworn to.) Carries more 
wantaasthanany French newspaper in the world 


MVHE Daily TELKGRAPH, St. John, N. B.,is the 

want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads oue cent a word. 
Minimum charge 29 cents. 


G ae Montreal DAILY STAR carries more Want 

vertisements than ail other Montreal 
dailies combinea. The FaMILY HERALD AND 
WEEKLY STAR carries more \\ ant advertisements 
than any other weekly paper in Canada. 


tee hei pew J FREE PRESS carries more 

- advertisements than any other 
daily amar in Canada and more advertisements 
of this nature than are contained inal] the other 
daily papers published in Western Canada 
combined. Moreover, the FREK PRESS carries a 
larger volume of general advertising than any 
other daily paper in the Dominion. 


—_+o+ 

THE man who stops advertising be- 
cause he is prosperous is like the en- 
gineer who shuts off steam because he 





circulation, in Portland and in Oregon. 


is going.—Selling Magazine. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


tc Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months, in advance. On receipt of tive dollars 
four paid subscriptions, sent in at one time, will 
be put down for one year each and a larger num- 
ber atthe same rate. Five centsacopy. Three 
rare . — Being —— oe ee 
type es, itis always possible to supply bac 
manhers. if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollars a 
bundred, 


ADVERTISING RATES : 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to the page ($40). 

For specified position selected by the adver- 
tisers, if granted, double price is demanded. 

on time contracts the last copy is repeated 
when new copy fails to come to hand one week 
in advance of nf of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
week in advance. 


ween 
OFFICE: NO. 10 SPRUCE ST. 
Telephone 4779 Beekman. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 


_NEW YORK, AUG. 29, 1906, _ 
GrorcE FreNcH has succeeded 


James Barrett Kirk as editor of 
Profitable Advertising. 














In the bright lexicon of suc- 
cessful men there is no such word 
as LUCK; but among the P’s you 
will find a word of five letters 
that resembles it, 

MOTTO FOR THE MAKER 

OF ADVERTISEMENTS. 

Remember ye not the former 
things, neither the things of old. 
Behold, I will do a new thing; 
now it shall spring forth—Jsaiah 
alii, 18, 19. 





TELL your story as clearly, as 
entertainingly, and as convincing- 
ly as you can, and get it into the 
hands of as many people as pos- 
sible. That is the sum and sub- 
stance of advertising. Whether 
the public responds or not de- 
pends upon whether there is a 
real demand for the thing adver- 
tised. If there isn’t, advertising 
may in time create the demand; 
but unless the need already ex- 
ists you must be prepared to wait 
a long time for results, 
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THE inexperienced advertiser 
swells with pride because his ads 
“make people talk,” but the real 
test of an advertisement is, Did 
it make them buy? Talk is cheap. 

Universe, 


THe Catholic of 
Cleveland, Ohio, has appointed 
A. J. Cahill, 150 Nassau street, 
New York, Eastern representa- 
tive, and H. Sommerman, 
Boyce Building, Chicago, repre- 
sentative in the Western field, 








THOSE continued-story pictures 
that appear on alternate pages in 
the advertising section at the back 
of the magazines are not an un- 
qualified success if their purpose 
is to get attention to the adver- 
tisements. If anything, they de- 
tract, for if one has sufficient in- 
terest to follow them through, he 
is too much absorbed to regard 
the advertising page opposite each 
one as anything but: an interrup- 
tion, if, indeed, he is conscious of 
the advertisements at all. 


“McCLURE’S” IN PICTURES. 


The fine photographs that have 
been used the past year to ad- 
vertise McClure’s Magazine to 
advertisers have now _ been 
brought together into a handsome 
hard-shelled booklet which Curtis 
P, Brady is mailing. These pic- 
tures illustrate the idea of “Mc- 
Clure’s the marketplace of the 
world.” They are composite 
photographs made up of people, 
places and inanimate objects 
drawn from separate sources and 
combined skillfully. Mr. Brady 
Says: 

We believe that McClure’s is the 
Marketplace of the World, but the next 
question was how should we convey 
the suggestion to the greatest number 
in the most convincing manner. We 
naturally turned to illustrations be- 
cause any one can read a picture— 
many cannot or will not read a written 
story. Did you ever try to paint a 
picture of an idea? We have done a 
greater stunt. We have photographed 
it. Yes, we’ve asked a fantasy to “sit 
up and look pleasant” and have taken 
“a snap shot” at it. These snapshots 
of the Marketplace of the World have 
been an instantaneous hit and we be- 
lieve will prove of untold value to our 
somos our advertisers and to our- 
selves. 
















; 








Avucust 18 marked the tenth 
anniversary of Adolph Ochs’ 
management of the New York 
Times. They have been years of 
success, both financially and edi- 
torially. Had Mr. Ochs -cared 
to, he might have observed the 
anniversary by clearing up two 
obscure points: How many copies 
does the Times print? Why is it 
sold for a cent? 





EFFECTIVE CHARITY AD. 


Advertisers will be pleased to 
know that the familiar, full-page 
magazine ad showing Little Joe 
strapped to a board, entitied “A 
Cheerful View of a Serious Situ- 
ation,” has been very productive 
of contributions to the New York 
Association for Improving the 
Condition of the Poor. Says R 
S. Minturn, treasurer, 105 East 
22d street, New York: 

It is no exaggeration to say that this 
little five-year-old cripple has helped to 
smile a $250,000 hospital into existence. 
He has also during the past month 
smiled himself off the board, to which 
he has been strapped for a whole year, 
into a plaster jacket in which he can 
take his first lessons in walking. Joe 
is going to get well because he is given 
a chance. But how about the 4,500 
other unnecessary little cripples in New 
York City, and the 60,000 throughout 
the United States? 








On each Friday for ten months 
of the year the Des Moines Capi- 
ial distributes a sufficient number 
of free copies in the city to place 
a copy in every home in town. 
The regular circulation of the 
Capital in the city exceeds 13,000. 
The paper distributes on each 
Friday from 4,000 to 5,000 extra 
copies. This number is more 
than sufficient to cover the city, 
but a considerable number are 
wasted at uninhabited homes, The 
distributions are made by means 
of extra carriers going along with 
the regular carriers, leaving a 
copy of the paper where one is 
not regularly taken. This extra 
distribution helps the circulation 
department, increases the returns 
to advertisers and increases the 
advertising patronage on Fridays. 
It is a scheme worthy of adoption 
by other publishers. 


’ after that date. 
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THE many friends in _ this 
country of John Morgan Richards, 
president of the London Sphinx 
Club, sympathized with him in 
the death of his daughter, Mrs. 
Craigie, widely known as a writer, 
under the pen name of “John 
Oliver Hobbes,’ who died sud- 
denly of heart failure in England 
August 13. Mrs. Craigie was 
thirty-eight years old, and went 
to England with her father as a 
child. Fifteen years ago she 
made a name as a novelist, since 
when her plays and stories have 
given her a world-wide celebrity. 


A PARCELS post convention has 
been concluded between the United 
States and Denmark to take effect 
on Oct. 1, next, and packages will 
be admitted to the mails on and 
The value of the 
packages must not exceed $50. 
The packages must not weigh 
more than four pounds and six 
ounces, and must not measure 
more than three feet six inches 
in length, and six feet in length 
and girth combined. On parcels 
for Denmark 12 cents will be 
charged for each pound or for a 
fraction of a pound. 





BROOKLYN “EAGLE” RE- 
DEEMS TROLLEY 


CHECKS. 


The Brooklyn Rapid Transit 
now gives a rebate check to its 
Coney Island patrons in return 
for the second fare which they are 
obliged to pay. These checks will 
be redeemed by the company at 
five cents each if the courts de- 
cide that the second five cent fare 
is illegal. The Eagle accepts the 
checks in payment for copies of 
the paper, which sell for three 
cents. If the railroad company is 
compelled to redeem the rebate 
tickets, the Eagle will retain only 
the regular price of the paper and 
will turn the balance over to the 
Newsboys’ Home of Brooklyn. 
Should the decision be the other 
way the paper states that it will 
sustain a_loss—in the public in- 
terest. The advertiser wins in 





either case. 
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By the overturning of a canoe 
at Asbury Park, N. J., on August 
18, Howard Wilford Bell, the 
New York publisher, was brought 
to his death through heart fail- 
ure. A few years ago Mr. Bell 
originated a very novel series of 
reprints, widely advertised, called 
the “Unit Books,’ the volumes 
being bound cheaply and sold at 
prices based on the number of 
pages, 





WOMAN ADVERTISING 
AGENT. 


Helen E. Benjamin, 12th and 
Chestnut streets, Philadelphia, has 
been engaged in the advertising 
business for a number of years, 
but established her own agency 
about six months ago. Mrs. 
Benjamin was the successor to 
John O. Powers, as advertising 
manager of Wanamaker’s store in 
Philadelphia. She left the em- 
ploy of the latter firm to take 
charge of the advertising of Blum 
Bros., Philadelphia, which cam- 
paign she handled very. success- 
fully. At the present time Mrs. 
Benjamin has the handling of 
about twelve accounts, mostly 
new ones, and is known to possess 
ample capital. — Commercial 
Union. 





SHREDDED WHEAT. 


The advertising of the Natural 
Food Company during 1907 will 
again be placed by the Frank 
Presbrey Company, and copy will 
be furnished by Truman A. 
DeWeese, the Director of Public- 
ity for the company. It is stated 
that $100,000 will be spent in 
special positions in a selected list 
of magazines and in back covers 
of the national illustrated weeklies 
and “readers” in the religious 
press. Three times this amount 
will go into other forms of ad- 
vertising, such as lithograph liter- 
ature, posters, street-car advertis- 
ing, demonstration and the so- 
called “Mechanical Exhibits,” 
which are merely miniature fac- 
tories taking from city to city to 
illustrate the process of manu- 
facturing the company’s products. 





Tue Trafic Review is a new 
financial monthly published by 
Curtis & Husted, 18 Broadway, 
New York. 





Men and Women, the Cincinnati 
monthly Catholic magazine, has 
suspended publication, and been 
placed by the courts in the hands 
of a receiver. It is alleged by 
creditors that the company has 
been insolvent since last April. 
Claims against the property ag- 
gregate $5,600, and it will be sold. 
Some time ago it was announced 
that Men and Women had been 
purchased by a wealthy Philadel- 
phia Irish Catholic, who would 
make the magazine one of the 
leading monthlies in the country. 





UHL’S GIFTS TO CHARITY. 


The will of Edward Uhl, presi- 
dent of the New York Staats-Zei. 
tung corporation, was filed for 
probate Tuesday. It gives $135,- 
000 to charity, $100,000 going to 
the Isabella Heimath, a home on 
Washington Heights, founded by 
Mrs. Oswald Ottendorfer, the 
testator’s mother. After bequests 
to the executors the residuary 
estate is divided between Mr. 
Uhl’s sisters, Mrs. Anna Woerish- 


oeffer and Countess Mathilde 
Riedl von Riedenstein.—Fourth 
Estate. 





PRIOR INVENTION. 


Several months ago PRINTERS’ 
INK contained a brief description 
of a newspaper carrying device 
which was installed in the office 
of the Montreal Star. The Star’s 
carrier was a pair of endless belts 
that took papers from the press 
automatically, carried them up or 
down stairs and around corners, 
as desired, and stacked them in 
order on the _ tables without 
human intervention at any point. 

It now develops that a similar 
device was invented several years 
ago by Mr. F.C. Stockholm, fore- 
man of the press-room of the 
Philadelphia Press. The ma- 
chines were installed by the Press 
in 1899, and patent was granted 
in IQoI. 
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Tue El Paso Herald has install- 
ed a 16-page straight line Goss 
press, with color attachment. 





WHEN the assets of the defunct 
Cash Buyers’ Union were sold 
lately in Chicago the amount 
realized did not pay bills for mer- 
chandise. The hundreds of per- 
sons who put money into stock, 
led on by optimistic magazine ad- 
vertising, will never see the color 
of their money. 

WASHINGTON is to have a new 
one-cent morning daily, it is re- 
ported, appearing about October 
1st. It will be called the Herald, 
and is to be published by Scott 
C. Bone, formerly managing 
editor of the Washington Post. 
A Sunday issue is contemplated. 





GROWING. 


The Painter-Tobey-Jones agen- 
cy, Chicago, now has_ branch 
offices in New York, Indianapolis, 
Minneapolis, Philadelphia and 
Buffalo, the latter two being re- 
cent additions to take care of 
growing business. These branches 
are as follows: 

New York office, Mr. George J. Ken- 
dall, second floor Times Building. 

Philadelphia office, Mr. W. F. Swan, 
Walnut street. ; 

Buffalo office, Augustus F. McNair 
Company, 773 Ellicott Square. 

Indianapolis office, J, E, Burke, mak- 
ing his headquarters in Anderson. 

Minneapolis office, Chas. E. Bennett, 
Lumber Exchange Building. 





OwINc to change of control— 
Messrs, Lamont, Corliss & Co., 
having recently taken over the 
business—W. T. Seagrave has re- 
signed his position as general 
manager of Pond’s Extract Co. 
Mr, Seagrave entered their em- 
ploy as advertising manager in 
August, 1904. Up to that time the 
business had remained practically 
Stationary for fifteen years, but 
Owing to his aggressive methods, 
as described in Printers’ INK, 
issue of January 3, 1906, an in- 
crease of 78 per cent was shown 
In 1905 over 1904. Early in 1906 
Mr. Seagrave succeeded Thos. 
\awson as general manager, 
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Enough has been written about 
“good printing” to fill a Carnegie 
Library, but the term never did 
mean much, and now means noth- 
ing at all. This is true because 
what might be “good printing” 
for a shoe would not be “good 
printing” for a breakfast food, and 
that which is appropriate for a 
steam drill would be sadly out of 
place for a corset. 

No printing is really worth 
while—will bring the maximum 
of results—which is not in thor- 
ough keeping and harmony with 
the article or subject upon which 
it dwells; and the trouble with 
most so-called “good printing” 
is, that it is devoid of taste and 
bears no affinity to its subject. 


* * * 


We not only produce printed 
matter which is mechanically 
perfect, but we choose every thing 
which goes into or has to do with 
a piece of printed matter with 
most careful and painstaking at- 
tention to harmony and appro- 
priateness, 

The result is one which exerts 
a powerful sales influence upon 
the most ignorant or careless— 
they feel its strength, even though 
they may not be able to explain 
it. 

And, of course, we exercise the 
supervision of our Art and Copy 
Departments over these branches 
of the work. 

If you are interested by being 
represented in such superior ser- 
vice as here outlined, write us. 

Address me _ personally, 


GEORGE ETHRIDGE, 
THE ETHRIDGE-KENNEDY 
COMPANY, 
Hartford Building, 
No. 41 Union Square, 
New York City. 
*Phones 4847-8 Gramercy, 
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TuHeE Ess Ess Publishing Com- 


pany has purchased Tales, and 
beginning with the October issue 
the name will be changed to 
Transatlantic Tales. 


Ir is reported that two of the 
largest special agencies in the 
country, with offices in New York 
and Chicago, will be consolidated 
as a corporation this fall. 





Mrs. JOSEPHINE KELLOGG GOFF, 
daughter and heiress of the late A. N. 
Kellogg, of the Kellogg Newspaper 
Syndicate, died at her home in Battle 
Creek, Mich., recently, from heart 
disease. 


THE 1906 issue of the New York 
city directory, valued far and 
wide as a mailing list, has been 
published. It costs $8, and con- 
tains 30,000 more names than the 
1905  isste—ninety-seven more 
pages. 
SMALL ADS IN “COLLIER’S.” 


Collier's broke the ice August 
12 with a full-page of classified 
advertising. This is a move that 
has been expected for some time 
on the part of weekly magazines, 
and doubtless others will follow. 
Ridgway’s, the new weekly to be 
put out by Everybody’s publishers, 
will undoubtedly have classified. 
Collier's has got into the field 
early and gained a few months 
over what will be a live competi- 
tor for “liners.” The rate is $2.50 
a line, four lines being the mini- 
mum accepted. 


INTERESTING FIELD. 


Browning’s Industrial Maga- 
zine, a monthly published at Col- 
linwood, Ohio, is devoted largely 
to conveying, elevating and ma- 
terial-handling machinery. Form. 
erly this monthly was the Drafts- 
man, published in the same town, 
but the name was changed to give 
a broader scope. The Draftsman 
was credited in Rowell’s Ameri- 
can Newspaper Directory with an 
average issue of 1,616 copies for 1903, 
but Browning’s Industrial Magazine 
claims to reach, at present, nearly 
5000 engineers, contractors and 
factory superintendents, 
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THE California Promotion 
Committee, San Francisco’s mu- 
nicipal publicity organization, has 
opened an office in New York 
City, in charge of Colvin B. 
Brown, to take care of those in- 
terested in California for indus- 
trial or immigration ends. 





Mitton H. Norturup, former- 
ly owner of the Syracuse, N. Y., 
Courier, died in that city recently, 
after injuries sustained in a trol- 
ley accident. He was sixty-five 
years old, and had not been active 
in publishing since 1894, when the 
Courier passed out of existence. 


of the Ben B. 
7 West 22d st., 
N. Y., has been changed to 
“Hampton Advertising Com- 
pany.” The capital stock has been 
increased from $25.000 to $100,000. 
No change in the personnel of 
the company has taken place, the 
list of officers remaining as fol- 
lows: President. Ben B. Hamp- 
ton; vice-president, Jesse Durham 
Hampton; secretary George G. 
Young; treasurer, H. A. Biggs. 


FARM PAPERS. 
Marinette, Wis., Aug. 14, 1906. 
Editor of Printers’ INK: 

Will you kindly give the addrex 
of five or six of the largest circulated 
farm journals and _ oblige, 

Respectfully yours, 
J. F. Boyp. 


THE name 
Hampton Co., 





The six agricultural papers 
which received the highest figure 
ratings in Rowell’s American 
Newspaper Directory for 1906 
are the following: 

St. Louis, Mo., Woman’s Farm 
Journal, 645,072; Philadelphia, Pa., 
Farm Journal, 563,266; Springfield, 
Mass., Farm and Home, 385,817; 


Springfield, Ohio., Farm and Fireside, 
363,916; Indianapolis, Ind., American 
armer, 250.000; Des Moines, Ia., 
Successful Farming, 221,665. 


The Farm Journal, of Philadel- 
phia, and Successful Farming, of 
Des Moines, have backed up their 
reports in the Directory with the 
Star Guarantee, which no publish- 
er would ever apply for if he had 
any doubt concerning the abso- 
lute accuracy of his statement of 
copies printed, 
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On August 18th the Dry Goods 
Economist issued its Fall Fashion 
Number. The edition contained 
268 pages, bound in a colored 
cover of appropriate design, 





SAVANNAH, Ga., is to have a 
German weekly, it is rumored, to 
be called the Deutsche Zeitung, 
published by Albert Orth, who 
owns the Deutsche Zeitung of 
Charleston, S. C., a weekly. 





H. H. Morcan leaves the Chi- 
cago office of Lord & Thomas to 
take charge of the New York 
office, succeeding Walter W. 
Griffith, now with the Homer W. 
Hedge agency, New York. 


RIDGWAY’S NEW MAGA- 
ZINE. 





An outline of the new weekly 
magazine to be published by the 
Ridgway-Thayer Co. is given in 
the September Everybodys, This 
weekly is to supplement the daily 
newspapers. It will, the publish- 


ers claim, give Washington news 


more completely than the dailies 
do, both little and big, It will have 
stories, articles, pictures, sports, 
social and business news, etc. But 
the radical departure is in the plan 
of publication. To enable it to 
have the highest possible news 
value it will be printed simultane- 
ously in ten different cities for 
purposes of quick distribution, 
‘The centers now under considera- 
tion are New York, Philadelphia, 
Boston, Washington, Pittsburg, 
New Orleans, Chicago, St. Louis, 
Denver and San Francisco. It is 
Mr. Ridgway’s belief that great 
political issues now being worked 
out demand a periodical that, 
while issued more frequently than 
the monthly magazine, will have 
magazine rather than daily news- 
paper character, and his new 
publication, which will probably 
be called Ridgway’s, is to make 
its own field, competing with no 
other magazine nor any daily 
paper. The publication day will 
doubtless be Saturday, each 
week’s issue including Friday’s 
telegraphic reports. 
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CLARKE HELME Loomis, for the 
past four years manager of pub- 
licity for the Liquid Carbonic Co., 
Chicago, has left that company to 
accept a position with the Chas. 
H. Fuller Advertising Agency. 


THe Harrisburg, Pa, Tele- 
graph asserts. that from January 
Ist to July 31st, 1906, it carried 
240,352 lines more than its near- 
est competitor, and 508,256 lines 
more than the other paper, or a 
daily average of 1,328 lines more 
than the second and 2,808 lines. 
more than the third paper. 


THE South Bend, Ind., Tribune 
printed an average of 7,708 copies 
daily during the first six months 
of 1906. The Tribune states that 
South Bend has more big, busy 
factories, like the Studebaker 
Mfg. Co., Oliver Chilled Plow 
Works, Singer Sewing Machine 
Factory, etc., than any city of its 
size in the country, 


Y¥. M. C. A. LECTURES. 


The Educational Department of 
the 23d street Y. M. C. A., New 
York, will conduct another course 
of lectures this Fall and Winter 
upon the ‘Theory and Practice 
of Advertising.” ‘Lhe course will 
be under the direction of Frank 
L, Blanchard, who is also sched- 
uled to deliver nine of the twenty- 
three lectures. Other speakers 
will be Ben B. Hampton, ‘Vhomas 
Balmer, George Metzger, W. A. 
Lydiatt, Don C. Seitz, business 
manager of the New York 
World; H. L. V. Parkhurst, art 
director of the Hampton Ad- 
vertising Company; George H. 
Perry, advertising manager Siegel- 
Cooper Co.; Collin Armstrong of 
Albert Frank & Co.; Frank Pres- 
brey, Kendall Cressey, advertising 
manager of the Philadelphia 
Record; George French, J. D. 
McManus, editor of the Bill- 
poster, and M. L. Wilson, of N. 
W. Ayer & Son. One lecture will 
be given edch week, beginning 
October 3. Inquiries regarding the 
course should be sent to Burt B. 
Farmsworth, Educational Di- 
rector, 215 West 23d street. 
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TuHere is talk of making a 
monthly of Bank Notes, the live 
house organ now issued every 
two months by the United States 
Bank Note Co., Indianapolis. 
Though a business _ periodical, 
Bank Notes claims to have the 
largest paid subscription list of 
any banking journal .in the world. 





Tue Capital of Des Moines, Ia., 
is publishing a special article at 
least once a week for the purpose 
of booming the city, preparatory 
to an advertising meeting of the 
Commercial Club next month, at 
which addresses will be delivered 
on municipal advertising. Des 
Moines is going to try to raise 
$10,000 for advertising purposes. 





THE POWER OF MAGAZINE 
ADVERTISING. 


No more impressive testimony 
to the power of magazine adver- 
tising could be desired than that 
recently furnished by a Canadian 
shoe manufacturer who petitioned 
the Tariff Commission sitting at 
Fredericton, New Brunswick, 
not only to increase the tariff on 
American shoes but to levy a 
duty on American magazines. as 
well, on the ground that the ad- 
vertisements they contain were a 
menace to Canadian industries. 
Commenting on this petition the 
Canadian Printer and Publisher 
says: “There is much strength in 
the contention of patriotic Cana- 
dians that the inundation of Can- 
ada by American magazines and 
newspapers, containing hundreds 
of advertisement of United States 
manufacturers, is not good for 
Canadian industries;” but on the 
whole it is inclined to side with 
the Hon. Mr. Fielding, a member 
of the Tariff Commission, who in 
reply to the petition said that the 
reasons advanced for taxing 
American publications furnished 
a strong argument in favor of 
using printers’ ink at home. The 
Canadian manufacturer, said Mr. 
Fielding, should fight the Ameri- 
can manufatturer with his own 
weapons, 
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NOT RESPONSIBLE. 


The action recently brought 
against the New York Herald for 
printing objectionable “Personal” 
advertisements, has been  dis- 
missed in a New York police 
court. The magistrate, in an 
opinion that seems important in 
cases of this kind, admitted that 
advertisements submitted in evi- 
dence were obscene and lewd, but 
said: 

The crime which in my judgment was com- 
mitted here was certainly not one for which 
this corporation is liable, but one which the 
law should pursue in my opinion, in the 
persons of those who inserted these advertise- 
ments, and those individuals in the defendant 
corporation who are directly responsible for 


the spreading of this obscene matter in the City 
of New York, 


SS ae 

BIG DEPARTMENT STORE 
PASSING AWAY. 

I believe the day of big blanket sheet 


ADS 


advertisements—fuil and double pages 
—will soon pass, except among the 
cheaper class of department _ stores. 


Specialty advertising will take its place. 


Mandel Brothers and Marshall Field 
are following this style. 
Suppose [ wanted to _ advertise 


women’s ready-to-wear garments, shoes 
and draperies on a certain day, in- 
stead of including the three lines in 
one advertisement, I would make three 
separate advertisements—one on ready- 
to-wear, one for shoes and the other 
about the draperies—and I would have 
each of these ads appear on different 
pages of the newspaper, 

If I wanted to advertise more lines 
of merchandise, I would use other 
newspapers, or additional ads in the 
same paper. This method I am con- 
vinced, has many advantages. 

I would invariably insist on “full 
position”’—top next, or following and 
alongside—-and I’d get it, even if I 
paid 25 per cent extra; and I would 
buy the best illustrations to be had, 
using specially selected type faces and 
borders, devoting about 10 per cent 
of my appropriation in this direction. 

My statements would never be mis- 
leading or exaggerated. I would avoid 
verbosity, and tell my story plainl- 
and pointedly. Price would be one of 
the potent factors in the pulling power 
of my advertising, with announcements 
and fashion notes at frequent intervals 
during the early part of each new sea- 
son.—Robert A. Read, in Mertz’ 
Magazine. 

+ >__—_ 


_ Some authorities tell us that adver- 
tising is not literature, because literary 


canons are apparently disregarded in 
much successful advertising. Nothing 


can be plainer, however, if we reflect 
on it, that the art of producing effect 
by_the use of words is a literary art. 
—Rhode Island Advertiser. 
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THE FARM PAPERS. 


JULY. 
See his garments mud_bespattered, 
Hay seeds in his whiskers scattered, 
Guying urchins running after, 
Ha! Ha! Quite a cause for laughter 
Is the Rube. 
AUGUST. 
Though ambition never rises 
And his narrowness surprises, 
When the wheat is turning yellow 
Really quite a useful fellow 
Is the Son of the Soil. 
SEPTEMBER. 


and bronzed by wind and 


weather, 

Worth five city men together, 
Feared by politicians wily, 
One whom we esteem most highly 

Is the Farmer. 

OCTOBER. 

Hero of our adulation, 
Intellect of penetration, 
Uncrowned monarch of creation, 
Voter, savior of the nation, 

Is_ the Agriculturist. 

—McLandburg Wilson, in New York 
Sun. 

An advertising man interested 
in mediums that reach the farmer 
spent last summer at a farm- 
house in Eastern Pennsylvania, in 
a thriving agricultural section. 
While a few summer boarders 
were carried at this place, it was 
first of all a farm, and the head 
of the family not only earned a 
good income from his 175 acres 
of fertile valley land, but showed 
in his conversation that he kept 
pace with the latest developments 
in agricultural science. He un- 
derstood soil chemistry, succession 
of crops, the best methods of cul- 
tivation and the details of eco- 
nomical management. 

With a view to determining the 
practical value of such publica- 
tions, the advertising man brought 
home one night a half-dozen of 
the beautifully printed amateur 
farming magazines — periodicals 
that through their fine pictures and 
interesting articles seemed to him 
the most advanced things of their 
sort. These were laid on the 
farmer’s table among several 
dozen copies of cheaply printed 
farm papers the farmer himself 
read, and which, to the advertising 
man, seemed pretty trite and com- 
monplace in their information. 

The following Sunday the 
farmer found time to examine this 
new literature. He had not turn- 
ed over many pages before he be- 
came greatly excited. 


Strong 
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“Who brought home _ these 
magazines?” he asked. “Henry, 


come here, I want to show you 
some of the goldurndest fool 
things about farming you ever 
saw. Why, say! if a man tried 
to farm this way he’d be bankrupt 
at the end of the year and his 
farm would be all run down.” 

Then he took successive articles 
to pieces in detail, ‘showing the 
fallacies of book farming incor- 
porated in treatises which seemed 
eminently practical to the adver- 
tising man. Later, when he had 
time, this farmer sat down and 
wrote a long letter of criticism, 
not to the magazines themselves, 
but to an indifferently printed 
little agricultural sheet which the 
advertising man had, until that 
time, thought about the most ob- 
scure publication of its class. 
Piece by piece he took the showy 
experts’ articles apart and demon- 
strated their fallacies. When the 
advertising man _ read over this 
letter, comparing it with the state. 
ments in the original articles, he 
not only concluded that practical 
farming is something more than 
pretty pictures, but had an im- 
measureably increased respect for 
the blurred information of the 
farm papers that sell for fifty 
cents a year, 

Talks with his host brought out 
the value of these publications in 
still better light. Even the most 
practical farm papers, he said, fell 
victims sometimes to the agri- 
cultural “wonder stories” which 
made up the bulk of the amateur 
gardening magazines. But the 
farm journal that a real farmer 
read avoided their chief error, 
which was that of trying to cover 
the whole United States in every 
issue. The only value of a ser- 
viceable agricultural paper to him 
was that of treating the particular 
locality in which he farmed. A 
farm paper printed in Illinois 
might be ever so suggestive and 
helpful to a man in the corn belt. 
But he wanted a journal published 
in Philadelphia or Pittsburg, deal- 
ing with conditions in Pennsyl- 
vania, showing him the latest de- 
velopments in tobacco raising. 
Articles on prairie farming might 
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be all right for the man in Iowa. 
But he wanted articles that would 
show him how to prevent the soil 
on his hillsides from washing 
away into the babbling brook. The 
wonders of alfalfa in the arid 
West might be well enough as 
general reading in a monthly 
magazine or Sunday newspaper. 
But give him data about planting 
cow peas for humus, and the best 
succession to obtain a good stand 
of crimson-top-clover: 

To the advertiser who judges 
mediums by handsome half-tones 
and hair-register printing, the true 
farm paper will always seem a 
slight thing, and its value ques- 
tionable. But to the advertiser 
who views mediums according 
to their hold upon readers, no 
class of publications is so logical 
as the farm papers. The 
newspaper reaches everybody, 
and the magazine the better 
classes in cities and towns. 
Their clientele is always mis- 
cellaneous as to income and oc- 
cupation. Farm papers, on the 
other hand, reach a class engaged 
in one occupation, and with a 
reasonably certain limitation of 
income. They are sectional in 
circulation, except for the general 
publications that treat of fruit, 
live stock, poultry, etc. So the 
general advertiser who studies 
them can cover only the sections 
where his goods are distributed, 
avoiding complications that are 
sure to arise where the widely 
circulated magazines are employ- 
ed, and stimulating sales through 
retailers in given localities with 
the exactitude of the daily paper, 
and at as low a ccst. Often the 
cost is lower. Smaller spaces 
give greater prominence in farm 
papers than in either magazines 
or dailies, and the common inter- 
est of farming makes a more di- 
rect appeal possible. 

In the whole agricultural field 
only a few mediums of wide na- 
tional circulation are found. But 
facilities for general advertisers 
have been developed in recent 
years through the organization of 
lists among farm periodicals, by 
the use of which it is possible 
to secure a national showing with 
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as little trouble as through maga- 
zines. The attractive side of the 
farm paper for general advertis- 
ers, however, lies in its extreme 
cheapness for tests. Any given 
section, a single State if need 
be, can be readily separated aad 
tried out through this channel. 
The cost of a test is moderate, 
and the solidity of the clientele 
reached is great. Magazines and 
newspapers may duplicate one an- 
other in a way that is bewildering. 
The farm journal stands alone in 
its field, and to approach its pe- 
culiar, responsive clientele no 
other medium will avail. 
—_——_—__ +o 

A tImety booklet is issued by the 
Paraffine Paint Co., San Francisco. 
This company’s Malthoid_ roofing is 
being used in the rebuilding of that 
city, and the booklet shows numerous 
views of ruined buildings there, as 
well as temporary structures roofed 
with Malthoid. The ten-acre factory 
of the concern, fortunately situated 
across the bay from San _ Francisco, 
sustained no damage. 


Tue slang expression 23” has 
gained such a foothold in the vocab- 
ulary of the street that some contrac- 
tors have placed it on fences surround- 
ing construction work instead of the 
more conventional sign, ‘‘No loitering 
here.’”—New York Evening Post. 








Advertisements. 


All advertisements in ‘Printers’ Ink” cost 
twenty cents a line for each insertion. $10.40 4 
line per year. Five r cent discount may be 
deducted if paid for in advance of publi- 
oution and ten per cent on yearly contract 
paid wholly in advance of jirst publication. 
Display tupe and cuts may be used without 
extra charge. but if a specified position is 
asked for an adrertisement, and granted, 
double price will be demanded, 


WANTS. 


THE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100.000 copies per day. 


RE YOU looking for an Executive, Clerical, 
Technical or Satesman position! We have 
hundreds open. Write for booklet. HAP- 
GOODS, 305 Broadway, N. Y. 
C= stenographer and correspondent 
/ wishes position as private secretary. Any- 
where in United States. FRANK 
ROTH, West Hoboken, N. J. 


ONCERNING TYPK—A Cyclopedia of Every- 

\/ day Information for the Non-Printer Adver- 
tising Man, get “typewise”: 64 vp., 50c. postpaid, 
ag’ts wanted. A.8. CARNELL, 150 Nassau St., N.Y. 


DVERTISING SOLIC k—Wanted for two 
first class trade pererane travel in territo: 

west of Pittsburg. State exnerience, full parti- 

culars and references. “STEADY,” Box 654, Post 


Office, New York. 

A GOOD ADVERTISING SOLICITOR will get 
Chicago business, and represent live-trade 

arroyo 9 A eres, vary, and com- 

mission only. ress **s OR,” - 

nock Building, Chicago. a 


Start $18. 








we 


a i ed ee ed 








EXPERIENCED man wants connection with 

established daily Jan. 1st, in growing city ot 
10,000 or more, as business manager, with view of 
acquiring au interest later. Box 1345, St. Louis,Mo. 


fee SPAPER POSITIONS open for advertising 
solicitors of successful experience. St: ene 

salary propositions. Write for Booklet No. 
FERNALD’S NEWSPAPER MEN’S EXCHANGE 
(estab. 1898), Springfield, Mass. 


| ye od ADVERTISER and mail-order dealer 
shouia read THE \\ ESTERN MONTHLY. anad- 
vertiser’s ereene. Largest circulation ot any 
echay see in america, Sample copy 
free. THE WESTERN MONTHLY, 815 Grana 
Ave., Kansas city. Mo. 





y 7 ANTED—An experienced and practical man 
to Tp fe a job and newspaper plant. 
with a dail weekly paper; doing an annual 
business of over $25, 000 Desire ‘party able to buy 
an interest and take full charge of the business, 
For particulars address “L 23.’ care Printers’ Ink, 


MAN OF IDEAS, and years’ experience in 

up-to-dat> advertising; five years in promi- 
nent position with one of t le most noted adver- 
tising corporations in America, can be engaged 
allor part of time. No.1 references. Prefers 
position with manufacturing concern to exploit 
some bousehold article. Moderate salary. Ad- 
dress “J. K. B.,” Printers’ Ink. 


A CHICAGO Special Agent who has for many 

years represented three specially high- 
grade JGailies, dreds at widely separated cen- 
ters, and to whom he is at liberty to refer, would 
be glad to add one or two more of the right sort, 
issued at points that do not compete with those 
be now works for, Address CHICAGO SPECIAL, 
care of Printers’ Ink. New York. 


ANTED—In the editorial room of a trade 
paper, a young man or large boy who has 
literary aspirations, a fair education and an 
ambition to earn $10 a week and make a perma- 
nent place for himself. Teli uame and age and 
mention one or twe —— people who know 
and will tell what sort outh youare, Ad- 
dress * REPORTER,” P. o. ox 426, N. Y. City. 


ALESMEN WANTED and Business Opportu- 
nities in Srery corner of the United States. 
Read the quaintly ilustrated Classified rages in 
EVERYBODY’s MAGAZINE—America’s Great Clas- 
sified Medium-—three million readers, 

Have You Something to Sell? Send for “How 
to Advertise in a Small Wert | paccoentally tn pea 
other free booklets. THE RIDGWAY-1HAY 
COMPANY, 31 E: 17th St., aa York, 

ANTED—Clerks and others with common 
school educations only, who wish to quai- 
ify for reaay positions at $25 a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where. One graduate filis $8,000 place, another 
and any number earn $1,500, The best 
Slothing adwriter in New York owes bis suc- 
cess within a few months to my teachings. De- 
mana exceeds supply 

GEORGE H. WELL Advertising and Ruat- 

ness Expert. 143 Metropolitan Annex, New York. 


CAN YOU USE ME? 


I am looking for a position in an 
advertising agency or the advertis- 
ing department of a magazine, news- 
paper or wholesale house. 

20 yrs. old; 2 yrs. advertising soli- 
citor on morning daily. Have been 
successful; in fact, est reference 
would be from present employer. 

Write good advertisements (at 
least think I do),2 of which have re- 
ceived favorable mention in “P. I.” 

Expect to work hard and know I 
can make myself valuable. 

$15 a week at first; chance to de- 
= and advance chief considera- 











‘Will be glad to send samples of 
work and answer questions. 


M,. E, WISE, Lima, Ohio. 
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Y YOUNG MEN AND WOMEN 

of ability wno seek positions as adwriters 
and ad managers should use the ciassified co!- 
umns of PRINTERS’ INK, the business journal for 
advertisers, a. "weekly at 10 Spruce Sr., 
New York. Such advertisements will ve inserted 
at 20 cents per line. six wordsto the line. |’RINT- 
RRs’ INK ts the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the United States. 


Correspondent, expert in 
every sense of the word wishes 
to ascertain, before re-engaging Sept. 
7 with his present employers, if he 
can obtain a similar position with a manu- 
facturing establishment selling a staple article. 

He is thoroughly familiar with 


Advertising, Follow-up, and Special Cor- 
respondence. 

His special ability is “selling by 
mail.” He has done this, and is now doing it, 
successfully. His special training and con- 
stant study, is ‘‘gaining orders by mail.’”” 

He has gained such special skill in 
“getting business,’ that the results in his 
present position have increased steadily. He 
is confident, however, that this skill applied to 
selling a satisfactory staple article would pay 
him better, 

Salary should not be considered at 
first. Later, the advertiser would be perfect! 
well satisfied with a salary commensurate with 
the results his special skill would bring. 

This Is an opportuuity for an enter- 
rising manufacturer to gain the services of a 
‘tried and proved” seller of goods by mail. 

All needful proof will be furnished freely to the 
right manufacturer. 

Positively no offer can be considered after 
= Sats since then the writer shall have con- 
tracted for one more year with his present em- 
ployers. 

Address “L, M.,”’ Box 212, Phila., Pa. 


4 
PATENTS, 


paumPATENTS that PROTECT 
Our 8 books for Inventors mailed on receipt 
. 





of 6 cts. stamps. R. 8. & A. B. LACE 
Washington. D.C, Extab. 1869. 








_— or 

MAILING MAC. MACHINES, 
'PHE DICK MATCHLESS M, MAILER, tightens and 
quickest. Price $12. F. J. VALENTINE, 


Mfr., 178 Vermont St., Buffalo, N yy 
——_~~—————— 


BOOKLETS, 


1,000 BOOKLETS $10 


8 pages, size 54x34. 
First-class wood-cut paper, any 
color ink. A decided bargain to 
interest new customers, Send for 
sample. Address 

PRINTERS’ INK PRESS, 
45 Rose Street, New York. 


5,000 BOOKLETS $30 























34 
SUPPLIES. 


DWRITING simplified eatise 

for merchants and beginners. Covers all 

25c. postpaid. + ROMMEL, Jr., 61d 
Serchent St., Newark: > 


DWRITER’S TYPE 





RULE—measures 126 

agate lines; 14 other ¢; Pe measures; also 

type tables. etc. 50c. postpaid, L. ROMMEL, Jr., 
bid Merchant St., Newark, 


AYOTE HEADINGS of Bond Paper, 54x8% 
a inche: —— envelopes (laid p). 100 for yw 
250 for $1.10; 500 for $1. ,000 for $2.50; 2.000 fo 
tt 50. 5,000 for $11: 00. Send for sampies MERIT 
'RESS, Bethlehem, Pa. 


V D. WILSON PRINTING INK CO., Limited, 
e of 17Spruce St., New York, sell more mag- 
azine cut ioks than any other ink house in the 


rade. 
"Special prices to cash buyers, 


ERNARD’S Cold Water Paste now used ex- 

clusively by publishers, clipping bureaus, 

bill om ci r makers. trunk factories and all 

ry o have tried it. Sample free. BER- 

ARD" 8 $ PASTE DEPT., Tribune Bldg. Chicago, 
> 


FOR SALE OR EXCHANGE, 


47 DESIRABLE building 1 lots in South Savan- 

nah, Ga, Excellent opportunity for colony 
ot truck yardeners; will sell reasonable or ex- 
change for pareng. ef equal value. CHAS, 
BERNARD, Tribune Bldg., Chicago. 


ae 
ADVERTISING AGENCIES. 


D. Sooenes AGENCY. 1 Madison Ave. 
Medical journal advtg. exclusively. 


r \HE potting ADVERTISING AGENCY, 
Write for Different Kind Advertising Service. 
925 Chestnut Street, Philaaelphia. 


A LBERT FRANK & CU., 25 Broad Street. N. Y. 

General Advertising Agents. Established 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof all kinds placed in every part of the world. 


ARNHART AND S\VASEY, Oakland, Cal.— 
Largest — west of C hicago; employ 60 
people; save aavertisers by aavising judiciousiy 
newspapers, billboards, walls. cars, aistributing. 











TIN BOXES. 


I you have an attractive. handy package you 
will sell more goods and get batter prices for 
bem. Decorated tin boxes have a rich appear- 
cae, don’t break, are handy, ana preserve the 
contents, You can buy in one- yhalt gross lots and 
at very low prices, toc. We are the folks who 
make the tin boxes for Cascarets, Huvylers. Vase- 
line, Sanitol. Dr. Charlies flesb Food. New-Skin, 
roy in fact. for most of the “big guns.” Rut we 
just as muchattention to the “little fellows.” 
Better send for our new illustrated catalog. It 
contains lots of valuable infurmation. and is 
free. AMERICAN STOPPER COMPANY. 11 
Verona Street, Brookiyn. N. Y. The largest 
maker of TIN BOXES outside the Trust. 


FOR SALE. 
DVERTISING Wagon and Harness, cost $500 
used but little; fine for medicine business, 
For sale at a bargain. UHAS. BERNARD 
Tribune Bidg., Chicago, 


ee SALK—Seven Newspapers and job plant; 
quipped up-to-date in every particular. 


Will be sold at one-half its real value. Easy 
rms 
“loa wishes to retire from_ business, Ad- 
dress A.C. Ladd Co., Fairfieid, Maine. 
For SALE—Complete newspaper and job pions 
in excellent condition, publishing daily 1 


circulation, weekly 2,500, in growing city of 12, 00 
ulation: doing between $2.500 and $3,000 0 
ae iness per month and steadily increasing; 4 
splendid field to smarere. For particulars, price 
and terms, write C. A. McCUY, Lake Charlies, La. 

———— 


BUSINESS CHANCES. 


FEW DOLLARS will start a prosperous mail- 
order a we — catalogues and 


rything sy meth 
Tice tan 7. sible. SO TTLBORN-HICKS 28 258 Dear- 
born St., Chicago. 
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MISCELLANEOUS. 


TJ Professional Men. Adwriters and Brain 

Workers, who should avoid alcoholic stimu- 
lants. A harmless bet invigorating and health- 
ful beverage is Joly’s Jamaica Sarsaparilla. 4 
bottle at your elbow will quicken your thoughts 
and bring good resulty. For pre-eminent qual- 
ity refer to leading grocers in Philadelphia. 
$i.50 per dozen bottles 

HA ARLES JOLY 

1120 McClellan St., Philadelphia, Pa, 


aa 
CARD INDEX SUPPLIES, 


Ef prices on Stock Cards and Special Forms 
from manufacturers. Curds furnished tor 
all makes of cabinets. Special discounts to 
Printing Trade. 
STANDARD INDRX CARD COMPANY, 
707-709 Arch St., Philadelphia, Pa. 
a———4>—_——— 


ADDRESSING MACHINES AND FAC- 
SIMILE TYPEWRITERS. 


UTO-ADDRESSER—An Fvenel machine that 


ves 7 
pe UTO-ADDRERSEN ” wemake an IMITA 
TYPEWRITTEN LeTIER and fill in the address 
a that it cannot be distinguished from the real. 
}. bE do wrapping, folding, sealing, mailing, etc. 
s 
‘A UTO-ADDRESSER, 310 Broadway, N.Y. 
+9 


ILLUSTRATORS AND ILLUSTRATIONS 


DVERTISING Cuts for Retailers; good;cheap, 
HARPER ILLUS, SYNDICATE, Columbus, 


—~>—_—_. 
DIRECTORY OF NOVELTY MANU- 
FACTURERS. 


GENTS wanted to sell ro novelties, 25% com. 
4\ 3 samples, 10c. J.C. KENY ON, Owego,N. Y. 
bg oe Paper Weights w with your advertise- 


$15 per 100. Catalog adv. novelties 
} = "ST. ‘LOUIS BUTTON CO.. 8t. Louis, Mo. 
W RITE forsample and price Festal combination 
Kitchen Hook and bill File. Keeps your ad 
before the housewife and business man, Pas 
WHITEHKAD & HOAG Cu., Newark, N, J. 
Branches in all large eities. 


— > 
PRINTERS’ SUPPLIES. 
O PUBLISHERS—Finest linotype com 
47 cents per 1,000 e' 











ition 


save money! Address “BUOKS?: care of 


Printers? Ink, 
a 
ADVERTISING MEDIA, 
Va vaeem. 
ton. Pa. 


Thirteenth year; re. agate line. 


ieee 1,200 homes in Troy and Central Miami 

County, Ohio, by using the RecorD. Only 
daily. Delivered direct tly to 800 homes in city 
alone. Read by women. Rate, 2-7c. line, net. 


The Farm Queen 


HARVEST HOME NUMBER 
SEPTEMBER ISSUE 


Returns guaranteed advertisers in this issue. 
Double size and circulation, also special cover. 
Rates one cent per word. Key yourad. Should 
you receive less than 40 CASH REPLIES wiil an 
your ad three months free. Forms close Sept. 4th. 


THE FARM QUEEN 
928 Canton St, Baltimore, Md, 


OVER 25,000 LOY AL READERS 
of the UNITED STATES REAL ESTATE JOUR- 
NAL have casH and are just sim- 

ply waiting to buy your farm, 
ome, business, patent, mill. 
mine, oil, NEWSPAPER or other 
property at a fair price. STE- 
PHENS SPECIAL —s analyses, 
pares and p deal 
Berore them right. Tees | fit this 
service to your particular case 
to-day, and conv: — you of its 
subtle power in producing satis- 
EN STEPHENS, 





—, J. AL 
ublisher, 40 Willard Bldg,, Muncie, Ind. 


factor 
Inc.), 

















HALF-TONES. 


a copper half-tones, | col.. $1; red 
per in. THE YOUNGSTOWN AKC EN- 
GRAVING cO., Youngstown. Ohio, 


NaRs EW rare R HALF-TONES. 
; 3x4, $1; 4x5, $1.60. 
aS, mite cash accompanies the order. 
Sena for sam 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


nas or line productions. 10 square 
inches or smaller, delivered prepaid. 7ic.; 
Cash with order. All 
Service day and nigbt. 
References furnishea, 
Pp, O. Box 





6 or more. dc. each, 
newsvuper screens. 
i Rua circulars. 

r process-engraver. 
Philade phia, Fa 


COIN MAILER 


for $3. 10.000. § $20. “Any printing. Acme 
Coin Carrier Co.. Ft. Madison, la. 


— + 
COIN CARDS. 


1,000 
PER 1,000. Less for more; any printing. 
THE rr OIN WRAPPER Cv.. Detroit, Mich. 


—- ++ 
PUBLISHING = OPPORTUNI. 


et eee in Weiser (Idaho) SIGNAL, 
ood business; leading paper. live 
500. rgain. Address 

.E. LOCK WOOD, 
Riggins, Tuaho. 


aud foam Ay town of 3, 


———_+o>- 
ADVERTISEMENT CONSTRUCTORS. 


O you ever recognize yourself as needing 

a “real down, sure-enough,”’ novel and at- 

tractive bit of advertising ‘‘Doings’—something 

a whole lot betterthan you (or your competitors) 
usually send out? 

1 make Circulars, Folders, Price-Lists, Cata- 
logues, Trade Primers, Circular Letters. An- 
nouncements, Mailing Cards, Booklets, Notices, 
Newspaper, Periodical ana Trade Journal Adver- 
tisements, etc., etc.—all of these with “peculi- 
arities” of their own. 

m gladiy send samples of these things in re- 


onse to uests coming from sources suggest- 
ing Te peas for me. 

postal card sent me is one cent astray. 
No. 63. TRA RANCIS I. MAULE, 402 Sansom St, Phila. 


PREMIUMS. 


NHOUSANDS of suggestive premiums suitable 
for publishers and others from the foremost 
makers and wholesale dealers in jewelry and 
kindred oi Psy age list price illustrated 
catalogue ) Greatest book of its kind. 
Published oaeite. 34th issue now ready; free, 
8. F. MYERS CO., 47w. and 49 Maiden Lane, N.Y. 
Soa 


PAPER, 


B BASSETT & SOTPHIN, 
45 Beekman St.. New York City. 
Coated papersa specialty. Diamond B Perfect 
White for hign-zrace catalogues. 
“ 


ADDRESSING MACHINES. 


DDKESSING MACHINES—No type used in 
the Wallace stenci) agaressing machine. A 

card index system of addressing used by the 
largest publishers througbout the vountry. Sead 
e do bg at low rates, 














for circulars 

WALL. CO.. 29 t., New York, 

401 Pontiac Blig.. 358 bearbor St., Ubicago. Til, 
PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 
Wr print catalogues. booklets. circulars. acv. 

tter—all kinds. Write for prices. THE 
BLAIR I PTC. Co.,, 514 Main St.. Cincinnan. ©. 


POSTAGE E STAMPS. 
BUY at 4 off. unused, U. S8.; d. R. E. 
ORSER, 2404 Milwaukee Ave., ‘ Shicaco, i 


ah and M.O. a Unused on 
gum) U. S, stamps bought; 5 per cent 

e — check by return mail. C CHAMBERS STAMP 

+, 111 Nassau St., New York. 
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PHOTO-ENGRAVING. 


)HOTO- ENGKAVERS, Designers. price list and 
mples sent on — STANDARD EN- 
GRAVING, CO., New York 





NaS 
PRESS CLIPPINGS. 


PUBLISHERS— WRITERS 
THE SEARCH-LIGHT 
INFORMATION LIBRARY 


contains the largest and most up-to-date collec- 
tion of classified clippings and pictures, on all 
subjects, compiled from the newspapers, maga- 
zines, books, reports and periodicals of the 
world. Office room and use of library or other 
arrangements. Send for circulars. 


24-26 Murray St., New York 
PUBLISHING 7 OPPORTUNI- 








W EEKLY technical trade paper 
i stablished ten years, 
Large circulation in its field, 
excellent ber = chentele, 
Hich standing with reader and advertiser, 
Making $4,000 net under estate Fanaa eres 
Should make $10 000. Price $20, 
EMERSON P. HARR 18, 
Broker in Publishing Property, 
253 Broadway, New Yor 
—— 
REAL ESTATE. 


ines AND OTHER BUSINESS OPPORTU- 
NITIES in every corner of the United States, 
Cuba, Mexico and Canada, Read the quaintly 
llustrated Classified Pages in EVE RYBODY’S 
MAGAZINE—America’s Great Classified Medium- 
st million reeders. 

Have You Something to Selif Send for “How 
to Advertise in a Small Way Successfully” and 
other free booklety. THE RIDGWAY-THAYER 
COMPANY, 31 E. 17th St., New York. 


(1 Am Confident | 


that I can increase the business 
of any concern that will make 
use of my advertising services. 

I am prepared to write the copy, 
choose and supply the illustra- 
tions, select the mediums; and, if 
the advertising be done by means 
of booklets, circulars, etc., to 
pick out the paper and inks and 
do the printing. 

I do not believe that anyone 
can do better work in these lines 
than I do. 

My experience covers an ex- 
perience of some fifteen years, 
and my clients have all been 
satisfied. 

I should like to take charge of 
YOUR advertising or any part of it. 
My charges are very reasonable, 

Wouldn’t you better write me 
about the matter to-day—now? I 
shall be glad to give you full 
particulars. 

J. H. LARIMORE, 
Promoter of Publicity, 
| 136 North State St., Westerville, 0. 
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Within the Past ‘““s""" 
Year We ; 
Have Supplied ee 


THE GOVERNMENT 
PRINTING OFFICE 


At WASHINGTON, D.C., With Over 


100,000 


POUNDS OF 


WITHOUT A SINGLE COMPLAINT. 
Has a record like this ever been surpassed 
e make a specialty of the manufacture 
of Metais for Printers—Monotype. Linotype, 
Stereotype, Electrotype, Autoplate, Com- 
positype. 
MERCHANT & EVANS CO. 


Successors to 


MERCHANT & CO., Inc. 
SMELTERS, REFINERS, 
PHILADELPHIA. 
Chicago 
Kansas City 


New York 
Brooklyn 


Baltimore 
Denver 


in the manufacture of Printers’ Metals { 








A Monthly Magazine 
FOR SALE. 


Whole or half interest 
open to a man with publish- 
ing experience. High grade. 
First-class subscription list. 
Unlimited opportunities for 
subscriptions and adverttis- 
ing patronage in a new field. 
The chance ofa lifetime for 
someone. Present owner’s 
outside mining, real estate 
and other interests, take up 
his time. Only small capital 
(less than $4,ooc—even 
smaller amount under cer- 
tain circumstances) required 
to secure controlling or en- 
tire interest. Address “B. 
M.,” care Clague-Painter. 
Jones Co. 1726 First National 
Bank Bldg., Chicago, III. 








ing solicitor. 





Wanted—A Business 
Manager. 


A New York monthly magazine that 
recently changed hands, wants an experi- 
enced, high-class business manager. Salary 
$4,000 to $6,000 a year at start. 

Also an opening for a strong advertis- 


All communications will be regarded 
as strictly confidential. 

Address with full particulars, 
426, care Printers’ Ink, New York City. 


BOX 
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How Herman Ridgway and John Adams Thayer 
secured ‘‘ Lawson’s Frenzied Finance’’ is told by 
Alfred Henry Lewis in the September number of 
Human Life. 


HUMAN LIFE 


ALFRED HENRY LEWIS 


EDITOR 
95 BROAD ST., BOSTON 

















MY FIRST FALL-DOWN 


Orrice or ‘‘ THE Courier,” 
RocuesteEr, N. H., July 17, 1906. 
Printers Ink Jonson, New York, N. Y.: 

Degar Sir—The letter about the hardened typewriter purple reached us last night 
and the new lot of ink this noon. We thank you for your aig yen and hope it will 
work all right. This is the first ink we ever had from you that acted that way, and 
some of the colored inks in our office were bought years ago, when we had you match 
all the shades and colors shown in ‘‘The Harmonizer.”” Very truly, 

Courter PusiisuinG Co. 

The above concern ordered some purple to matcha 
typewritten copy, and through some unknown cause it har- 
dened and became unfit for use. They informed me of 
same, and I immediately forwarded a new lot and re- 
quested them to burn the other, so no one else could use 
it. They seemed delighted at my promptness in rectifying 
the mistake, hence their letter. Iam always willing and 
ready to exchange goods or refund the money whenever 
the purchaser feels dissatisfied. ‘This has been the reason 
my customers stick to me, as they feel sure of fair treat- 
ment. Send for my new sample book. Address 


PRINTERS INK JONSON 
17 Spruce St., New York 
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Bunch Your Shots 


The circulation of the Business Man’s Magazine is 
peculiar. It is concentrated. In one respect, its readers 
constitute a single class—they are all buyers. Every copy 
of the Business Man’s Magazine goes into the hands of men 
with wants to supply and money to spend. There are no 
scattering shots. 


Business Man’s 
Magazine 


is the opportunity of the hour in the matter of growing cir- 
culation. Every man in the commercial world, merchant, 
traveler, and financier, is following with the keenest interest 
the series of articles by Hon. Charles E. Townsend, Con- 
gressman from Michigan, dealing with the existing evils of 
the railroad situation and the possible and logical remedy. 

Improvement in service has not yet brought increased 
rates. The present is your opportunity. Will you let us 
tell you more about it? 


BUSINESS MAN’S MAGAZINE, Detroit, Mich. 








RE = - co eta 


reat Aa 
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Drth, Dispersion and Combination Sales Established in 1899 and Sell Annually for Breeders 
Made Anywhere in the United States, that Consigned to My First Auction, 


W. C. McGAVOCK 


PURE BRED LIVE STOCK SALESMAN 








Springfield, Ill., Aug. , 1, 1906. 


Breeders’ Gazette, 
Chicago, Ill. 


Gentlemen: 

I have ncthing but words of praise 
for the Gazette,and I have demonstrated, 
at least to my own satisfaction, that 
no matter where a sale is held, that is 
between the Alleghanies and the Rock- 
ies, that there is no stock paper with 
a circulation almost exclusively in 
one State, that is as good a medium for 
advertising a sale in that State as is 
the Gazette; and whether a sale is held 
in Ohio or Nebraska, Minnesota or 
Tennessee, the Gazette has brought me 
more inquiries than all other papers 
combined. Very truly, 

W. C. McGAVOCK. 





Tue Breepvers’ Gazette, Chicago, established 
1881, is a $2 stock-farm weekly that has proved 
its value to advertisers in many lines of trade. 
It is a publication in which every member of 
the household into which it enters is inter- 
ested. It has a bona fide paid subscription 
list at a higher rate than that obtained by any 
other weekly farm paper. Average circu- 
lation for 1905, 66,605. Average circulation 
for six months ended June 27, 1906, 69,115. 
Rate 35 cents a line with discounts. Wallace 
C. Richardson, Temple Court, New York City, 
eastern representative. Address Sanvers Pus. 
Co., 358 Dearborn St., Chicago. 
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Below is the title page of a 500-page book that will be issued November 1, 1906. The 
subscription. price is one dollar, but a free copy will be sent by mail to every subscriber to 
Printgrs’ Ink who sends in his subscription before November 1, 1906. 


OWA nt ret ee eee I wee re 


NEWSPAPERS 
WORTH COUNTING 


(INCLUDING, DOUBTLESS, SOME THAT ARE NOT) 


oe 


COMPRISING 


1—The Star Galaxy + 
2—The Gold-Mark Papers (©0) 
3.—The Roll of Honor 


AND 
4.—All that print 1,000 copies regularly 
(or ever thought they did) 


ACCORDING TO THE RATINGS ASSIGNED IN THE LATEST EDITION OF 
ROWELL’s AMERICAN NEWSPAPER DIRECTORY 


EDITED BY 


GEORGE P. ROWELL 


Founder of the Advertising Agency of Geo. P. Rowell & Co., March sth, 1865—~ 
retired July 31st, 1905. 

Founder of Rowell’s American Newspaper Directory in 1869, the first serious effort ever made 
to ascertain and make known the Circulations of Newspapers that 
compete for Advertising patronage. 

Founder of Printers’ Ink in 1888: A Journal for Advertisers, the first 
periodical ever established for the serious discussion of 
Advertising as a business force. 

Author of Forty YEARS AN ADVERTISING AGENT, an epitome 
of the growth and progress of Advertising 
in America, 
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PRINTERS’ INK PUBLISHING CO. 
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PRUNING 


THE 


MAILING 


LIST. 


In compliance with advices received 
from the Postoffice, the practice of 
allowing advertisers to the extent of 
ten dollars a coupon good for a yearly 
paid-in-advance subscription to PRINT- 
ERS’ INK has been discontinued. 

* * * 

Work has lately been in progress 
toward a radical revision of the sub- 
scription list of PRINTERS’ INK. It is 
now the intention that before the end 
of the current year every single, soli- 
tary, subscription that is on the list as 
“complimentary,” or sent free to pub- 
lishers, shall be taken off. 

* * * 

Not only is this being done in strict 
compliance with the postal laws, but 
because it is believed that every one 
interested in PRINTERS’ INK and 
benefiting by it, IS and ought to be 
willing to pay for it. That assertion, 
it is hoped, will be especially ap- 
proved by publishers of newspapers 
and magazines, for whom the LITTLE 
SCHOOLMASTER does, every week in 
the year, valuable and important 
missionary work, PRINTERS’ INK is 
worth paying for. It is growing better, 
and its publishers have arrived at the 
conclusion that in order to keep up 
and improve its standard of value all 
exchange subscriptions should be 


abolished. 
* * * 


Of course all the subscriptions en- 
tered on coupons, already issued in 
consideration of advertising patronage, 


. 





will be fulfilled, but all others not 
paid for in cash will be discontinued 
before the end of 1906, 

* * * 

It is the determination to make 
PRINTERS’ INK so excellent that 
every publisher, every business mana- 
ger, and every solicitor in a publica- 
tion office will feel that he ought to 
be a regular reader of it. 

* * * 

There have been numerous _in- 
stances where the publisher or busi- 
ness manager of a newspaper has sub- 
scribed for a copy of PRINTERS’ INK 
for every member of his business 
staff, and some have required that 
each one should read the weekly copy 
carefully; and once a week, on an ap- 
pointed time, would ask each one a 
few pertinent questions about the 
suggestions they had gained and the 


use that might be made of them. 
* * * 


The subscription price to PRINTERS’ 
INK is TWO DOLLARS a year. Five 
dollars sent at one time pays for four 
yearly subscriptions and may be 
ordered sent to one person for four 
years, or to four persons for one year. 
If twenty or more yearly subscriptions 
are ordered at one time, the price is 
ONE DOLLAR per year. 

x * * 

ALL subscriptions are payable in 
advance. 

Address all communications to 

PRINTERS’ INK, 
10 Spruce Street, New York City. 





GEORGE ETHRIDGE, 


INK 


BY 


READERS OF PRINTERS 


A comparison of the advertise- 
ments marked No. 1 and No, 2 
shows the importance, when pos- 
sible, of combining both the illus- 
tration and the copy in such a 
way as to give the largest pos- 
sible prominence to the pictorial 








a delicious, nourishing, 
wholesome dessert_ that 














everybody likes. Cooks 
Eaictty. never, soggy, 
ots ae When calling on your 
i} grocer for it, get also 

| M I N U T E f our Minute GeLatine 

(Plain) and MinuTE 

TAPIOCA f GELATINE (Flavored) 

 * For four centsand your 

is Goce: name we send 

UTE COOK BOOK FREE 

and enough Tapioca to make one pint. 

WHITMAN GROCERY CO., Dept. T, Orange, Mass. 
crowding the type. This is par- 
ticularly true in the case of all 
small illustrated advertisements. 
Of course the illustration in No. 
1 suffers by the reproduction, but 


gummy or lumpy. 
and try them 
part of the advertisement without 
in the original advertisement. 


PRINTERS’ INK. 


COMMERCIAL ART CRITICISM 


WILL RECEIVE, 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MA ETHRIDGE. 





33 UNION SQUARE, N.Y. 


PREE OF CHARGE: 

















which was only two inches, single 
column, the picture was almost a 
total failure. The idea of the il- 
lustration is good enough, but 
keeping it separate from the copy 
and crowding it over to one side 








makes it almost impossible to de- 
cipher. The manner of treatment 
is also unfortunate for so small 
an illustration. In No. 2 the il- 
lustration forms an outline or 
border for the entire space and 
gives the package the best pos- 
sible opportunity to show itself in 
detail, taking into consideration, 
of course, the lim‘ted size of the 
space. 
* * + 

Thomas Cook & Son are known 
all over the world, and their per- 
sonally conducted tours are a 
familiar feature of all civilized 
lands and most of those that are 
uncivilized. They are certainly 
entitled to be called “big people.” 





OCEAN. STEAMERS. 








Good advice! Often given, but sel- 
dom practiced. Don’t let Labor Day 
pass without taking a vacation trip. 
‘The prices are so low you cannot afford 
to mise the “Stitch in Time.” 


Bermuda, Nova Scotia, the St. Lawrefice and, 
Lakes, Niagera, Catskills, etc., $12.50 to $51. 


THOS. COOK. & SON 


yet the little advertisement here 
shown is a fair example of their 
newspaper work. It is not only 
undignified and inappropriate but 
actually silly. The time-worn but 
not time-honored “stitch in time” 
idea not only belongs in a Home 
for the Aged but cannot by the 
exercise of the most brilliant im- 
agination be made to connect sen- 
sibly with the subject of this ad- 
vertisement. It looks very much 
as if somebody walked into a room 
in which thousands of stock elec- 
trotypes were stored, closed his 






























eyes and yanked one out, after- 
ward trying to make the copy fit 
the cut, no matter what it might 
be. 

x * * 

This Kegrize Pen advertisement 
takes us back to the dawn of 
civilization and the first feeble at- 
tempts at publicity. “The best in 
the world” was probably the first 
phrase used by the first adver- 








Y BALANCED 
GRAVITY 


FOUNTAIN PENS 


THEBEST IN THE WoRLD 
IF YOUR DEALER DOES NOT CARRY THEM 
WRITE T0 US FOR ILLUSTRATED CATALOG 











KEGRIZE PENX COMPANY 
PATENTEES & MANUFACTURERS 
PHILADELPHIA= PA. 


























tiser. Undoubtedly he thought 
that covered the subject with ex- 
haustive sufficiency, and let it go 
at that, which is precisely what 
this advertiser has done, except 
to add a picture of the pen. This 
advertisement was not captured 
in the back woods, but clipped 
from one of the leading Ameri- 
can magazines, and the advertis- 
ers themselves, it will be noted, 
do business in one of the largest 
and most progressive cities in the 
country. It seems incredible that 
an advertisement of this kind can 
bring maximum results or do the 
advertiser any good. High-grade 
magazines now exclude advertis- 
ing which they deem _ objection- 
able, and it is just possible that 
they might wisely and honorably 
go a step further and refuse to 
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accept copy which will obviously 
fail to produce profitable results. 
In other words, while preserving 
the morals of the public it might 
be a good idea to protect the 
pocketbook of the advertiser, 


* * * 
It is apparent that there is 
something the matter with this 


Penberthy Injector advertisement. 
It hurts the eye; it sems awk- 
ward, top heavy and confusing. 
At the same time it is in some 
respects well drawn, and it is in- 
teresting to determine just what 
the trouble is. In the first place 
there is too much to it; there are 
too many lines in the pictorial 
part of the design which results 
in a lack of intelligent contrast. 
A simpler drawing with fewer 
lines and more regard to contrast 
would have produced a far better 
result, Another thing the matter 
with this advertisement is the 
heavy black and white lettering 
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over the picture. This is so solid 
and strong that it seems to over- 
shadow the picture itself and al- 
most put it out of business. The 
picture would not have been so 
bad without the design overhead. 
and the design itself, without the 
picture, would have been fairly 
effective. The two together make 
a very indifferent combination. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
eards or circulars, and any other suggestions for bettering this department, 








THE PLumMB JEWELRY SroreE, 
Diamonds, Watches, Jewelry, Clocks, 
Silverware and Novelties, 

518 Walnut Street, 

Des Mornes, Iowa. 
Editor Ready Made Department: 

I am inclosing a number of clippings 
of our advertisements published in the 
daily papers of Des Moines during the 
past few months. I would welcome 
any criticism or comment that you 
might have to make upon them, 

Yours truly, 
Ratpx H. Pius. 





I think they’re all right except 
that some of them are pretty long 
and look a bit discouraging at 
first glance. Still I have always 
contended that the reader cannot 
get too much information about a 
thing he is really interested in, 
and I can easily see how a man 
with a jewelry purchase on his 
mind would be tempted to read 
some of the longest of these ads 
clear to the end. They’re set in 
an excellent type, and that helps 
a great deal. I like their con- 
versational, argumentative, “rea- 
son-why” style. They’re very 
convincing. Maybe some of the 
longer ones wouldn't look so long, 
and would get more readers if 
set in  double-column _ space. 
Where cuts are used they are 
good cuts. Here are two of the 
ads by which the general style of 
the rest may be judged: 





PLUMB’S, FOUNDED 1865, 


We have recently added some sev- 
enty new patterns to our already very 
large stock of gold-filled watches. The 
ornamented cases are especially rich in 
design, and the plainer ones, particular. 
ly the new beaded patterns, have a 
pleasing simplicity without in any way 
appearing clumsy. 

The low price of our gold-filled 
watches is an inducement that seldom 
fails to appeal to a well posted buyer. 


It is possible for us to sell you a very 
excellent watch in a great variety of 
styles from $10 to $15, and, of course, 
we show an even better assortment ot 
the higher grades from $15 to $30. 
Should you at the present time be 
interested in purchasing a watch we 
feel that your acquaintance with our 
stock would enable you to make a most 
satisfactory choice. 
THE PLUMB JEWELRY STORE, 
518 Walnut Street. 





WEDDING RINGS, 

Our wedding rings are made from 
one piece of solid gold. There is no 
soldering in them. The gold from 
which the ring is made is first rolled 
by hydraulic machinery, making it very 
fine grained and capable of holding a 
high polish. The ring is then cut out 
entire by a special piece of machinery 
and gradually shaped to the required 
size. A seamless ring of this kind is 
practically indestructible. 

The prices of these rings range from 
$4 to $7.50, and whatever price you 
pay you will be spared any anxiety as 
to the quality of a ring you purchase 
at this store. 

THE PLUMB JEWELRY STORE, 
518 Walnut Street. 





A Very Liberal Proportion, from the 
Sioux City (la.) Tribune. 


We Want the 
Small Account 


of the wage earner and 
householder just as much as 
the larger patronage of the 
business man and _ corpora- 
tion. Any amount will open 
a checking account with us, 
and even if you have to use 
all your money from month 
to month, deposit it in this 
bank first and then pay al! 
your bills by check. We 
furnish you a _ neat little 
check book in which to keep 
a clean record of just what 
the money was paid out for, 
and the paid checks which 
we return to you once a 
month giving you a legal re- 
ceipt for bills paid. 

Hundreds of people are 
keeping small family  ac- 
counts with us. Why don’t 
you? Open Saturday Even 
ings. 


FIRST NATIONAL BANK, 
Sioux City, Iowa. 
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DAvENPortT, Iowa. 
Editor Ready Made Department: 

On page 110 of your great journal 
for July 18, you comment on a dental 
ad, saying “it ought to pay.” Maybe 
such an ad would pay in Newark but 
never out in the “wild and wooly.” 
So-called ‘“‘tooth-carpenters” “‘fix teeth,” 
but never a dentist or dental surgeon, 
they operate the same as a reputable 
doctor of medicine. Let dentists ad- 
vertise, but urge them to use the words 
or terms taught in all dental schools 
instead of plumbers’ or _ gas-fitters’ 
terms, A constant reader of PRINTERS’ 
Ink and a Powell student, I beg to 
remain, yours truly, 

L. G. De Arann, D. D. S. 





Very likely you are correct, and 
then, again, you may be mistaken. 
As a matter of fact most people 
say they are going to have their 
teeth “fixed,” when anticipating a 
visit to the dentist. Some of my 
acquaintances who are well edu- 
cated and quite careful about the 
brand of English they use, even 
say they are going to have a 
tooth “pulled,” where the dentist 
would probably say “drawn” or 
“extracted.” Whatever you call 
it, the pain is the same. You 
chose to criticise a non-essential— 
the least important point about 
the ad, which I reproduce below 
to show what I am talking about. 
This ad is good and “ought to 
pay,” simply because it shows a 
disposition to be truthful and 
without any special regard to its 
construction, 

Anybody who has had experi- 
ence with “painless” dentistry will 
make oath that there is no such 
thing—that it is a delusion and a 
snare. Therefore, the dentist who 
has the moral courage and the 
good sense to step out in the open 
and advertise almost painless 
dentistry when his brothers are 
talking “painless” to a lot of peo- 
ple who know better, ought to 
get business—excuse me, patients 
--even if he says he “fixes” teeth, 
If you’re in business to display 
your dignity that’s one thing, but 
if you’re out for dollars, that’s 
another. Dignity or no dignity, 
the truth is mighty and will often 
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prevail in dental as well as in 
other advertisements. 


WE FIX TEETH ALMOST 
PAINLESSLY. 
Almost—there’s no such thing as 

absolutely painless dentistry. 

But we do it as nearly without pain 
asGcan be done. 

We have feelings ourselves—and we 
know you have, too—so we’re careful, 
gentle, patient. 

.., Ehere’s lots of difference in the way 
it’s done—and thorough skill helps 
greatly. 

DRS. BURLEW & YARROW, 
653 Broad Street, Newark, N. J. 








The Jenkins’ Ads are Always Inter- 
esting and Logical; They Discuss the 
Piano Situation Seriously and Sen- 
sibly, Like This One from the Kansas 
City Star. 


Piano Buyers | 
Cannot Get Too 


Much Information 


Get all the information 
you can before buying a 
piano. At no other place 
can you get so much as at 
our piano store. 

If you buy of a manufac. 
turer you have generally to 
choose the one piano that he 
makes. If he makes two or 
three varieties you are tor- 
tured with the reflection that 
his cheapest piano furnishes 
the gauge of his factory. 
High priced workmen can’t 
make cheap pianos, but cheap 
workmen can make cheap pi- 
anos, for which low prices 
are charged, and other cheap 
pianos, for which higher 
prices are asked. 

Nor can a small general 
dealer buy in sufficient num- 
bers to get close prices, 

There is not a dealer who 
does or can sell a piano 
equal to the Elburn at $190, 
$210 and $265. Other deal- 
ers ask $250 to $350 for pi- 
anos no better, if as good. 

Then the Kurtzman at 
$265, the Standard-Harring- 
ton at $230, the Vose at $360 
and the Weber at $400, the 
Knabe at $435 and the fam- 
ous Steinway at $500. 

Also the marvelous Metro- 
style Pianola Piano from 
$500 to $1,000. 

And any of these may be 
paid for by the week, month 
or quarter, if you wish. 


J. W._ JENKINS’ SONS 
MUSIC C 





1013-1015 Walnut Street, 
Kansas City, Mo. 
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“Twenty-five Cent Receipt Pads at Nine 
Would Have Made a Strong- 
the 


Cents” 


er 


PRINTERS INK. 


Head for This One from 


Springfield (Mass.) Unton. 





300 Fine Receipt 
Pads 


Made of the regular fine 
Whiting bond paper, and a 
very neat piece of station- 
ery. Were 25¢.; now 9c. 
each. And Fountain Pens 
at half price. A good com- 
bination. 


HENRY R. JOHNSON, 
313-315 Main St., 
Springfield, Mass, 





Good One for Blankets, 
Los Angeles (Cal.) Express. 


from 








Clean Blankets 
Considerably 
Under Value. 


For reasons which will be 
obvious to any thinking per- 
son we will neither take back 
nor exchange any article of 
bedding that has been out of 
the store over night—we are 
determined that our custom- 
ers shall take no chances 
with bedding that has been 
out on approval, and perhaps 
in a sick room, for nobody 
knows how long, 

To-day’s offerings com- 
mand the attention of every 
woman who cares to econo- 
mize: 

At $3 
Eleven-quarter 


instead of $4— 
blankets of 


white wool with wide silk 
binding; red, blue or pink 
borders. 


At $4 instead of $4.50— 
Ten-quarter blankets of soft, 
fleecy white wool with two- 
inch silk binding; pink, blue 
or red borders. 

At $4.25 instead of $5— 
Eleven-quarter blankets of 
heavy wool—and nothing but 
wool—with 2-inch silk bind- 


ing. 

At $6 instead of $8— 
Twelve-quarter blankets of 
extra fine white wool with 
‘extra wide silk bindings; 


pink or blue borders. 


At $8 instead of $12— 
Eleven-quarter blankets of 
white lamb’s wool; hand- 
somely bound. 

J. W. ROBINSON CO., 
Boston Dry Goods _ Store. 
235-237-239 S. Broadway, 


Los Angeles, Cal, 











Just In! 
An immense shipment of 
fifty cent copyrights con- 


taining many new titles, as 
well as the old _ favorites. 
Such books as the Lightning 
Conductor, The Man From 
Glengarry, The Sea Wolf, 
The Spenders, Eben Holden, 
Caleb West, ‘the Virginian, 
The Man on the Box and 
others as popular. With all 
of the illustrations of the 
original editions. Not $1.15, 
but soc, 


W. MILLARD PALMER 
COMPANY, 
Grand Rapids, Mich. 





A Book Ad from the Grand Rapids 
(Mich.) Evening Press, 











From a Recent 








“Call 4000 Chelsea.” 

That phrase is beginning 
to be as well known as that 
other famous expression 
which is associated with the 
Big Store from one end of 
the country to the other— 
that phrase of national usage 
—‘‘Meet Me at the Foun- 
tain.” 

**4000 Chelsea’”’ is our tele- 
phone number, and nothing 
that the Big Store has done 
in recent years has perplex- 
ed the average merchant so 
much as our energetic effort 
to make it easy for people 
not to come into the store. 

The average store wants 
crowds—wants to look busy. 
Its best bargain efforts are 
almost always marked “No 
mail orders filled.” If you 
want the article you have 
to come to get it—and per- 
haps buy something else, In 
other words, in the average 
store the bargain is a means 
to an end—and the end in 
view is merely to gain a 
larger attendance. 

It was that kind of store 
that couldn’t understand 
why we made it easy for 
people to pick up our bar- 
gain offers without coming 
near us at all. 

The reason is that the Big 
Store is far beyond all ne- 
cessity for crowd-bringing, 
Our problem is rather how 
promptly, smoothly, and 
comfortably to care for those 
who come to us_ habitually. 


SIEGEL-COOPER CO., 
New York. 
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Bringing Out the Full Strength of «a 
Strong Point. 
Ad in the New York Times. 


Large 

















The Question Naturally Arises: How 
Much Does It Cost to Wear One of 
These Lovely and Popular “Lids?” 


The Pearl Gray 
Soft Hat 


for mid-summer wear is one 
of the essentials of a com- 
plete wardrobe, it being just 
the hat to wear between 
straw hat and derby time. 

Ever popular. Never more 
so than now. 


LYFORD & WOODWARD, 
Hatters, 
Bangor, Me. 


















More of that Good Martindale Copy, 
from the Philadelphia Bulletin. 





Light Sunday 
Meals 


are sensible these days. 
He’s a_ considerate _hus- 
band who suggests to his 
wife that she drop a postal 
to-night ordering us to de- 
liver to-morrow some of the 
following: 

Cold Boiled Ham, 18c. 
half pound. If it’s our 
“Viv” the ham is out and 
out a Philadelphia product. 
Even the pigs from which 
it comes were born and 
bred within the halo of the 
city’s lights. We also sug- 
gest fresh country Bacon, 
22c. Ib and Cold Boiled 
Tongue, 30c. % Ib. 

Pulled Bread is the only 
kind to eat this weather. It’s 
light, airy and_ wholesome, 
2sc, % Ib. Of course if 
you wish us to bake’ you 
one of our crisp-crust cherry, 
peach, apple or any other 
kind of a pie (30c.) our 
ovens are at your service. 

Perhaps Swiss Cheese 
would prove acceptable. Ours 
is the genuine imported. 30¢. 
Ib. And of olives we sell 
the biggest jar in Philadel- 
phia for the money—35c. | 

Certainly — you'll | drink 
iced tea. Our Caricol is 
delicious, not herby, 34¢. 
Ib. But if it will be iced 
cocoa. none equals our 
“Viv.” Containing practi- 
cally no oil, it doesn’t cur- 
dle. roc. and 2oc. can. 

We deliver in Camden. 


THOS. MARTINDALE & 
COMPANY, 
Teas, Coffees and Groceries, 
Tenth and Market, 
Philadelphia, Pa, 
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Haven't Noticed the Chill 


Would Be Glad To, However, 
Hope It Will Work Its Way Down 


from Halifax Without 


Delay. 
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Yet. 
and 


Unnecessary 








Have You 
Noticed the Chill 


in the air this week? It feels as 
though the advance agent of Au- 
tumn had arrived. If so, surely 
the time has come when the ques- 
tion of next winter’s Coal supply 
must be taken up seriously, The 
streets are getting into shape 
again. Summer holidays are 
pretty well over and everyone 
is settling down to work once 
more. Don’t forget when attend- 
ing to other matters that Coal 
prices will not be as low again 
this year as they are now. On 
Sept. rst the rates on both Hard 
and Soft Coals will advance. 
Don’t let these advances over- 
take you. Attend to putting in 
your supplies now. Order from us. 


S. CUNARD & CO., 
Telephones 166, 784 and 785, 
Halifax, Can, 








4 Bank Ad of the Right Sort, From 


the 


Star, 





Consistent Saving 


—may be a slow, but it’s a 
certain road to riches. 

Our banking department 
will assist you to achieve 
financial independence. Any 
amount from ten cents and 
upward received on deposit. 
Interest paid. 

More than 26,000 open ac- 
counts on our books, 
NATIONAL SAFE _ DE- 

POSIT, SAVINGS & 

TRUST a 
Cor. 15th and New York Av. 
Washington, D. C. 


Washington (D. C.) Evening 





A Good Example of What Not To 
From The Reveille Echo, East Pales 


Ohio. 








Would You 
Crem-ate? 


Ifso you will find no purer, 
tastier Ice Cream in the market 
than handled at 


ASHMAN & HARTLEY’S 
East Palestine, Ohio. 
Our Confectionery is fresh and 


palatable. : 
Lunch Counter in connection. 


Do. 


tine, 
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CLIPPED AND PASTED. 


PRINTER GETS A DRINK.—John 
R. Gooding was in town Tuesday walk- 
ing around as active as a boy, and 
while here made the printer feel good. 
—Madison (Va.) News. 


PROFITABLE ADVERTISING.— 
So many girls are wearing engagement 
rings nowadays that for a girl to go 
with her fingers bare looks like an 
advertisement.—Somerville Journal, 


COMPARATIVE STRANGER.— 


“What’s all the excitement about?” 
Summer’ Boarder—‘‘Nothing; just a 
lynching. The man who wrote the 


folders describing this place is coming 
down on the train.—Puck. 


MUNICIPAL ADVERTISING. — 
That a baseball club is effective as an 
advertising medium is nicely illustrated 
in the case of Patton, Pa., which was 
unknown before the enthusiasts of the 
place purchased the Hornell franchise. 
—Oil City Bhzzard. 

A MAGAZINE ROMANCE. 
The health food boy is wild with joy 

And his life is gay and glad; 

For he’s in love with that charming 





ove, 
The girl in the corset ad. . 
—Philadelphia Bulletin. 


THE DAILY SLUSH.—Evelyn— 
Weren't you awfully embarrassed when 
they named you as a co-respondent in 
the Allingham divorce case? . : 

Gladys—Oh, no; I didn’t mind_ it 
much, The papers managed to print 
quite a decent-looking picture of me.— 
Judge, 

MAGAZINE CONTRIBUTOR. — 
Patience—Will is a regular contributor 
to that magazine. 

Patrice—Indeed! 
wrote at all! - 

“Who said anything about writing? 
He buys it every month.”—Yonkers 
Statesman. 

PASSING THE CASH AROUND.— 
A subscriber glided into our sanctum 
sanctorum this week and handed us a 
dime on_ subscription. We _ thanked 
him for the dime, handed it to our 
compositor as part pay and wrote a 
nice local about our friend being in 
town.—Mancos (Colo.) Tribune. 


I didn’t know he 


Her face is simply perfect, 
Her smile is good to see: 

She has a faultless figure, 
But she is not for me. 


Her bare and gleaming shoulders 
Possess a graceful slope, 
And she is but a picture 
That advertises soap.— 

—Chicago Record-Herald. 


HE RAISED THEM.—‘“Sunday the 
Monitor family indulged in a_ dinner 
of our own raising. It consisted of 
backed chicken with oyster dressing, 
straw- 


new potatoes and green peas, 
berry shortcake and ice cream made 
with ice of our own putting up. The 


PRINTERS’ INK. 





table was 
our own garden. And the grub was 
eaten by a family of our own raising.” 
How simple and easy for an editor of 
energy to thrive in a country of pros- 
perity.—Santa Fe, Kan., Monitor. 


CIRCULATION STATEMENT.—In 
an address recently delivered before the 
Chicago Press Club, Opie Read told the 
following story: 

When I was connected with the 
Arkansaw Traveler I one day called 
upon a large advertiser to solicit his 
patronage. Naturally, the first ques- 
tion he asked was as to the circulation 
of my paper. ‘Where does it go?” he 
queried. “Where does it go?” I re- 
plied. ‘‘Why it goes North and it goes 
South; it goes East and it goes West; 
and would have gone to hell long ago 
if it had not been for me.”—Lippin- 
cott’s Magazine, 


GONE TO WASTE.—Mrs. Jenner 
Lee Ondego—Yes, I make it a rule to 
spend fifteen minutes every day read- 
ing the newspapers or magazines. 

Mrs. Seldom-Holme—Fifteen minutes 
a day? Why, that is—let me see; it's 
105 minutes, or an hour and three-quar- 
ters, every week. Let’s figure that out 
with a pencil and a sheet of paper. In 
one year it would amount co g1 hours. 
In five years it would be 455 hours, or 


decorated with roses from 


45% days of 1o hours each. Over a 
month and a half! Think of the fright- 
ful waste! Why, in that time you 


could learn to be a bridge whist ex- 
pert!—Chicago Tribune. 


REVENGE.—The reporter had been 
sent to get an interview out of the 
noted burglar who had been caught in 
the act and was behind the bars of 
the police station, 

“The boys say you put up a pretty 
stiff fight, Bill,” said the reporter. 
“I’d like to have your version of the 
affair. It ought to make a good story.” 

“It'll make a good story, all right,” 
sullenly answered Bill, “but I'll see 
you in Pittsburg before I’ll give it to 
your paper. It was in your society col- 
umns that I saw the item that the 
Thompsons had shut up their house and 
gone away for the summer—and they 
hadn’t.”—Chicago Tribune. 


BILLBOARD ADVERTISING.—A 
poor man went about in Nebraska look- 
ing for work. He, obtained a job in a 
village sawing wodt. The sawyer in- 
terested his employer, and finally con- 
fessed the reason of his poverty. He 
was an inventor and had spent his sub- 
stance on a device to keep horses off 
barbed wire fences. The idea seemed 
promising to the Nebraskan, and he 
finally paid $2,000 for the right to sell 
the device in his State. The sample 
was sent later. It was a signboard to 
be hung on the fence, and read as 
follows: 

NOTICE TO HORSES. 
Dangerous—Keep Away! 
With the signboard came a pair of 
spectacles for the use of near-sighted 
horses!—New York Tribune, 








